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garden tools are today’s 
TOP PROFIT LINE 


THE ONLY LAWN AND GARDEN TOOLS FULLY 
GUARANTEED IN WRITING. 


A BRAND NAME WITH SELLING MAGIC: In garden- 
ing, and selling to home gardeners, nothing succeeds 
like a Green Thumb. 


HANDLES OF CLEAR NATURAL FINISHED NORTHERN 
WHITE ASH: It’s clear for your customers to see the 
highest quality and strength. 


SCIENTIFICALLY TEMPERED ONE-PIECE FORGINGS. 


Light yet super-strong. 


COLOR-STYLED FOR GARDENERS in brilliant lustre- 
green and gold trim to promote impulse buying. 





4&4 NEW SELF-SELLING 
MERCHANDISERS: 

GTR-30 GREEN THUMB ‘SPOT’ MERCHAN- 
DISER: With 30 Green Thumb tools as 
shown. Uses only 24” x 36” floor space. 
All tools fully guaranteed in writing. 
Specially priced at $68.06 delivered in 
East, $69.72 in West. 

YGR-30 YARD 'N GARDEN MERCHANDISER 
for PRICE PROMOTION: Same design as 
GTR-30 Merchandiser but in Yard ’n 
Garden colors, with 30 fast-selling low- 
low priced Yard ’n Garden tools, as 
shown. For special promotion and sell- 
ing “price” buyers. Special price de- 
livered $49.33 in East, $49.80 in West. 


SMALL TOOL MERCHANDISERS: 
Versatile wire rack fits on large TI-52 


Merchandiser (see above) or the GTR- TODAY'S BEST GARDEN TOOL SALESMAN 


30 or YGR-30, or on pegboard wall or — wo, 11.52 MERCHANDISER insures fastest turnover of the most popular pat- 
ee te terns of essential garden tools —in your top profit brand. Promotes impulse 
iid tenia cemimeeiniend buying and multiple purchases. Takes only 30” x 48” floor space. Holds up 
“Cushion Grip” handles, as shown, or to 80 long-handle tools. (Rack of small tools can be hung at either or both 
ash-handled Green Thumb tools in ends, as shown). Tools “stay put” when display is being moved. 

eae creme er "Brite SPECIAL PRICE: Merchandiser complete with 52 long-handle tools as shown, 


only $134.87 delivered in East, $138.38 delivered in West. (Price does not 
Order now from your wholesaler include small tools. Order them at same time). 


THE UNION FORK & HOE CO. Columbus 15, Ohio 


FLEX-BEAM FORKS « RAZOR-BACK & RAZOR-LITE SHOVELS * UNION & ATLAS-by-UNION INDUSTRIAL TOOLS 
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Patented offset can clamp 
now standard for extra 
‘“‘travel’’, 100% blend. 


1360 shakes a minute mix 
paint through and through 
as no ordinary “shaker” 
can. (unretouched photo) 


Guarantees Ferfect Color Matching Every Time 


Every store-mixed color system needs a Red Devil Paint Condi- 
tioner to put al] the pigment in perfect suspension, to insure the 
thorough blending essential! for correct color matching. 


Choose from the three models shown here, the Red Devil Paint 
Conditioner that suits your needs. Whichever you choose, you 
get full-year guarantee. Shipment from Union, N. J., or Chicago, 
or Los Angeles to save you freight. 29 authorized Red Devil 


service stations — one near you — should repairs ever be needed. _ gia Red Devil No. 33, the 
' , . | i an’ , heavy duty model for 
See your jobber for prices, trade-in allowance on old machines, 4 \ Lee J 1- to 5-gallon cans and 


and data on useful accessories. xX Jie 4-can cartons. 


. P Red Devil-Harbil HB 7, 
2 a shakes 2 cans at once, 


anything from % pint 
Union, N. J., U. S. A. to 1 gallon. 


World’s Largest Manufacturer of Painters’ and Glaziers’ Tools Since 1872 





Baker’s Dozen Bargains 


YALE 


Padlocks: 797 (shown), 773, 602, 
515, HC27, HC32, HM11 Wire Rack 


Deadlocks: 2,112, 112% 
Nightlatches: 80, 88, 85 

Sereen Door Closers: 502, 506 
Screen Door Latches: 27, 28, 1011 


Specialty Locks & Hardware: L107 
Travelok, L108 Show Case Lock, 
L113 Window Lock, 1029 Window 
Operator, MC103 Chain Guard 
Merchandiser 


Bathroom Accessories 
Wall & Floor Safes 
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¢ Your wholesaler has the biggest 
line of spring specials in the in- 
dustry. All backed by the Yale name 
—the most reliable name in locks & 
hardware. Take advantage of these 
money-saving, high-profit specials 
today. See your Yale distributor or 
write...The Yale & Towne Manu- 
facturing Co., Yale Lock & Hard- 
ware Division, White Plains, N. Y. 


YALE~REG US. PAT. OFF 


YALE & TOWNE 


Want more facts? Circle 101, p. 155 
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SEYMOUR SMITH 


MIDI. Dealer Money Maker 


GARDEN Pro moons. ee 


There’s a FREE No. 119 SNAP-CUT 
PRUNER for you in each of these deals 








PROFIT-PAK No, 2 


A Free No. 119 Snap-Cut Pruner when you 
buy only 6 No. 1207 Snap-Cut Grass Shears 
and 6 No. 119 Snap-Cut Pruners...these are 
our most popular and fastest selling tools. 
Your bonus a free No. 119 Pruner! Unit 
packed; 6 No. 1207 Grass Shears, 6 No. 119 
Pruners, PLUS your FREE No. 119 Pruner 
and a free garden center streamer. 


This Is A Limited Time Offer 
Order From Your Wholesaler Now 


No. 974 
MAGIC 
MERCHANDISER 


CONTAINS : 
1—FREE Display Rack 
1—FREE No. 119 Snap-Cut Pruner 
6—No. 119 Snap-Cut Pruners 
4—No. 114-8 Snap-Cut Hedge Shears 
6—No. 1207 Snap-Cut Grass Shears 


Supply of FREE Pruning Guides 
FREE Garden Center Streamer 


This proven sales builder for the best selling 
items in the Snap-Cut line includes a FREE 
No. 119 Pruner...your bonus for displaying these 
top quality, top performance garden tools. Unit 
packed, all set up, ready to sell for you. 


ae 


~ PROFIT-PAK No. 1 








A Free No.119 Snap-Cut Pruner with every dozen 
No. 119’s you buy. This is YOUR BONUS for sell- 
ing America’s No. 1 Pruner...the pruner always 
asked for by home owners and professionals...the 
original and still the best performing anvil type 
pruner. Unit packed: 12 No. 119 Pruners, PLUS 
your FREE Pruner, and a free garden center 
streamer. How to Prune Guide included with 
every pruner. 


This Is A Limited Time Offer 
Order From Your Wholesaler Now 


plus °°? National Advertising 


in GARDEN and HOME 
Magazines and Newspapers. 
Building Traffic and Sales 
for SNAP-CUT Dealers! 


SEYMOUR SMITH & SON, INC. 
Oakville, Conn. 
Sales Representatives 


JOHN H. GRAHAM & CO. INC. 
105 Duane St., New York 8, N. Y. 


Want more facts? Circle 102, p. 155 
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LEVERPAK* 

FIBRE DRUM — 

Clean and bright ACCO PAILS 

Proof Coil and BBB 340” 4", He” and ¥ 

Coil Chain in drums > ¥%,” Proof Coil and a 
comes in four sizes Bs ae BBB Coil Chain ~<“"neco-pat 
— 346", 4" 54e” and <a 7 available in ACCO i 
%,". i ieee Pails. — 


Display ACCO Extra-Bright 


Zinc Plated Proof and BBB Coil Chain 
in Pails or Drums 


e Your whole chain sales picture will brighten when you display acco Proof 
Coil Chain and BBB Coil Chain with the new Extra-Bright Zinc Finish. So 
sparkling and so different is this chain, that it actually sells itself. For 
instance, it’s the kind of chain that will catch the eye of the customer who is 
looking for a mooring line for his boat. Home owners will see many practical 


uses for it such as closing off the driveway or hanging potentially dangerous 
tools out of reach of the children. 


Whatever the end use, your customers will be well pleased with the new 
Extra-Bright Zinc Finish these two popular chains offer. A durable protec- 
tive coating bonded to the chain surface, it is highly resistant to rust, stain, 
and tarnish. Stays bright long after standard zinc finishes turn dull and 
dirty looking. 

Extra-Bright Zinc Proof and BBB Coil Chain is put up in two new 
ready-to-use containers for the convenience of customers and clerks. You 
can choose from sturdy, reusable steel Acco pails, or attractive Leverpak 


fibre drums if you order larger quantities of chain. 
*Registered Trademark, Continental Can Company 


wwernrarmere | AMERICAN CHAIN *<:2 
Contact your American Chain | 


distributor for completeinforma- §~ American Chain Division * American Chain & Cable Company, Inc. 
tion about these items or write : Bridgeport, Conn. * Factories: *York and *Braddock, Pa. 


our York, Pa., office for your § Sales Offices: *Atlanta, Boston, *Chicago, *Denver, Detroit, *Houston 
? 29 ; 


é *Los Angeles, New York, Philadelphia, Pittsburgh, *Portland, Ore., *San Francisco 
copy of free literature *Indicates Warehouse Stocks 


Want more facts? Circle 103, p. 155 
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Editorial 


by W. A. Phair 


Dying from the top 


“Businesses, like trees, die from the top.” 


Ever since I read this comment some time ago, it has stuck in my 
mind as a very vivid description of a situation that vexes many 
business firms today. 


The changes that are constantly pressing in around all of us de- 
mand that we constantly modify our attitudes and habits to keep 
pace with the new conditions. It is a basic law of nature that if you 
do not adapt yourself to these never ending changes, the world will 
soon pass you by; in effect, you become extinct. 


I’m afraid that there are some hardware firms that do not under- 
stand this need for change. They are dying from the top, because 
management refuses to recognize the realities of today. Included 
among these firms you will find retail stores, wholesale houses and 
manufacturing firms. No type of business is immune to the devastat- 
ing effects of decay at the top management level. 


There always appears to be comfort and safety in clinging to past 
customs and habits. In some degree we all share this feeling. But it 
is not a realistic attitude; it does not meet the practical needs of 
today’s competitive, ever-changing markets. 


There is a real need for all of us, but especially top management, 
to recognize the changes that are taking place. If we plan to continue 
as a part of the new and challenging future, we must be prepared 
to modify our opinions and practices; we must adapt ourselves to 
changes in our environment. 


When we talk here about top management, we are not thinking only 
about presidents of manufacturing firms and wholesale houses. We 
are also talking about the owners and managers of retail stores. 
Perhaps the owner of a store doesn’t look upon himself as “top man- 
agement,” but that is what he is. His problems, in maintaining a suc- 
cessful, profitable business, are quite similar to those of the head 
of a large factory or distributing firm. 


If you are the person primarily responsible for the basic operating 
policies of the firm, it is wise to ask yourself frankly and objectively 
if you are encouraging new ideas, if you are making changes from 
time to time. Or are you forcing the store or factory to operate the 
same way it operated 5 or 10 years ago, because of your personal 
attitudes? 


The successful firm, the company that meets the problems of new 
competition and changes in markets, is the firm that balances the 


wisdom and experience of years, with the enthusiasm and the fresh 
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Editorial 


continued 





approaches of youth. This balance cannot be achieved just by talking 
about it. It is a project that must be worked on, long and hard. 


The alternative to recognizing the need for change is slow decay; 
a dying from the top. This disease has afflicted some hardware firms 
in the past. It can happen to others in the future. 


If you are planning to enjoy the rewards of the future, you must 
guard against this aging of the mind; you must avoid becoming too 
“set in your ways.” This isn’t easy, believe me. It takes a great deal 
of will power and effort. But it can be done. Many hardwaremen to- 
day are successfully doing it. 


Inventory recession... 


The present slow down in business is due to inventory readjust- 
ment. This appears to be the considered opinion of a number of top 
economists. They have quite an impressive array of data to back up 
this viewpoint. You will find on p. 216 of this issue some opinions on 
this subject by a leading economic consulting firm. 


The data assembled by economists indicate that the effort to get 
along with a smaller inventory is quite general. It can be observed at 
all levels of business, from manufacturing to retailing. 


The motive behind this inventory development is a reasonable one. 
The smaller the inventory you carry, in relation to sales volume, the 
more efficiently you are using your capital. 


This renewed interest in inventory control should be of special 
interest to hardware stores. Too many dealers still do not seem to 
understand the relationship of turnover of inventory to profits. 
There is still too much weight put on buying costs and too little on 
turnover. Failure to fully understand this retail arithmetic is seen in 
the efforts of stores to buy direct from factories. For the sake of a 
small reduction in their buying costs, stores are too often willing to 
load themselves with excessive inventory. The benefits of this lower 
buying cost is often a mirage; it doesn’t exist except in the mind. 


It seems to me that the proper place for a dealer to tackle this 
inventory question is not through a general cut back in buying, but 
rather through inventory control. The problem that the average 
dealer faces is that he is overstocked on some items (often those 
bought direct) and out on others. Then, when business falls off, he 
finds himself short of operating capital and can’t buy the staples he 
needs. This further cuts his sales. 


The solution is an inventory control system that maintains your 
stock on a three months’ basis. You buy only what you need for 
three months’ sales. This spreads your capital over a broader base, 
keeps you in stock on fast moving items, avoids overstocks, and 
builds turnover. This is about the surest path to better profits that 
a dealer can follow. This is not a new concept. It has always been 
the key to successful retailing. But now, under the pressure of a 
business slow-down, it assumes greater importance. 
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10 UNITS 
FLUSH PULLS 


No guessing what's inside 


with Zor hardware 


You don’t have to open a shelf full of 
boxes to find a particular item, when 
you sell National hardware. National’s 
bright blue Picto-Graphic cartons and 
Visual Pacs tell your clerks and cus- 
tomers exactly what’s inside — what 
item, what size, what finish. This is 
one more reason why the swing is to 
National hardware. Decimal pack- 
aged, too, for easier inventory control. 


Write for free catalog. 


NATIONAL MANUFACTURING CO. 


30102 First Ave. Sterling, Iinois 
Want more facts? Circle 104, p. 155 
HARDWARE AGE, February 9, 1961 @ 9 





WASHINGTON 


Guo 


A SUMMARY OF EVENTS THAT WILL AFFECT YOUR BUSINESS 


"We'll do what must be done.. ." 


President Kennedy has assured the nation that he will not balk 
at unbalancing the federal budget to “do what must be done.” In 
the days following his State of the Union message, the President 
set his sights on higher minimum wages with retail coverage, new 
housing programs under a Department of Urban Affairs, aid for 
depressed areas, price stability, mild tax reform for business re- 
investment and expansion. Kennedy will justify hardships brought 
on by minimum wage boosts and other legislation by making pri- 
vate belt-tightening a national goal. 


Another cost to rise... 


You should plan on higher costs for mailing and shipping in the 
months ahead. The interstate Commerce Commission has approved 
a 20-cent rate boost for less-than-carload shipments via Railway 
Express. New rates apply on commodities such as small hardgoods 
which are not shipped in bulk carloads. Chances are good that 
postal rates also will rise before the end of the year. The adminis- 
tration will press Congress for higher rates to ease the mounting 
postal deficit. Congress will argue less about whether or not to in- 
crease rates, mostly about how much. 


Another hassle over imports .. . 


The question of import competition may prove a key stumbling 
block for President Kennedy’s depressed areas’ aid program. The 
Douglas Bill (S.1), favored by Kennedy, calls for aid priority in 
manufacturing areas hit by low-priced import competition. Pro- 
tectionist (anti-import) trade forces in Congress insist on higher 
tariffs and trade quotas, rather than tax revenue outlays to ease 
the problem. Meanwhile, the recent foreign trade report of the 
Senate Commerce Committee discounted higher tariffs and quotas. 
It favored instead a renewed export expansion program. 


Watch your ad copy... 


The business-policing Federal Trade Commission is going to get 
tougher in the months ahead. Kennedy advisor James M. Landis 
recommends a full shake-up of FTC, to speed investigations and 
stiffen penalties for antitrust violations. Landis recommends new 
blood and streamlined methods for all regulatory agencies. FTC 
will greatly broaden investigation of advertising this year. Deal- 
ers who advertise much may face a lot of federal snooping and 
new, complex controls and regulations. 
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ice, 9% oz. beverage, 11 oz. 


beverage, 16 oz. iced tea, 32 oz. iced tea, 32 oz. Serv-All decanter, 48 oz. bowl and 80 oz. pitcher. 


of raw casigns GY 


America’s most famous name in table glassware 


When you display Libbey’s wide variety of 
glassware shapes and designs you give shop- 
pers the choice of items best suited for their 
every-day or party needs. 

The colorful decorations will attract cus- 
tomers ... bring you faster turnover and big- 
ger profit. And whether your customers want 
complete matching sets of glassware, or in- 
dividual glasses, you can get them from 
Libbey. Every glass, of course, is backed by 
the famous Libbey Safedge® guarantee: “A 
new glass if the rim of a Libbey ‘Safedge’ 
glass ever chips.” 

For full information see your Libbey Dis- 


tributor or write to Libbey Glass, Division of 
Owens-Illinois, Toledo 1, Ohio. 


LIBBEY SAFEDGE GLASSWARE 
AN (1) PRODUCT 








Brocade Fish Net Biock Print 


All of the new Libbey patterns 
above are available in a wide vari- 
ety of shapes and sizes. 


Olympia Meadowbrook Starlit 


The attractive Libbey designs be- 
low come in 6-and 8-piece gift- 
boxed Party-Time sets. 











Ribbons 


Want more facts? Circle 105, p. 155 


Star Frost Rose Etching Fiower Festival 


Owens-ILLINOoIS 


GENERAL OFFICES +« TOLEDO 1, OHIO 
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TRENDS AND FACTS TO HELP YOU PLAN FOR THE FUTURE 


Upturn in power mower sales .. . 


Look for an upturn in power mower sales this year with a big 
demand for replacements. After a 10 percent decline in 1960, the 
power mower market is expected to resume its long term growth. 
According to the Lawn Mower Institute, some 4,200,000 units will 
be sold in 1961, equalling or exceeding record sales in 1959. Re- 
placement sales are expected to account for the biggest segment 
of the market, possibly as many as 3,000,000 units. What this 
means to you: Better quality mowers with longer life, safety, per- 
formance and design features will be in greater demand. Why? 
Second-time customer usually buys a better mower because he is 
more aware of improved features. 


Optimism for Spring market... 

| Latest glimpse at the Spring lawn and garden market suggests 
dealers take a bit more optimistic view of business. Recent indica- 
tions are that business will be better than you may have planned 
for. For instance, buying of lawn and garden lines by dealers and 
wholesalers at the recent National Housewares Show was termed 
“brisk to excellent” by show officials. It will pay you to review 
your plans for buying, promoting and displaying your Spring lines, 
and adjusting them if necessary. The 32-page fact-packed Spring 
Merchandising Guide beginning on page 93 will aid you in making 
these plans. 


Early economic improvement . . . 


Forecasters who predicted early improvement in business condi- 
tions are beginning to get support. Indications that the current 
recession may be bottoming out comes from recent survey by Na- 
tional Purchasing Agents Assn. The buyers for large manufactur- 
ing plants responding to the survey report an upturn in new orders 
in January, the first since last August. Of the buyers surveyed, 24 
percent report increased new orders, compared with 17 percent in 
December and 19 percent in November. In view of the fact that 
most economists and businessmen cite inventory cut backs as big- 
gest root of recession, see page 216, the news is encouraging. 


Consumers continue to spend... 


In spite of some economic weaknesses you can make your plans 
for the future with reasonable assurance that consumers will con- 
tinue their high rate of spending. Brightest prospect for this like- 
lihood is found in 4th-quarter figures on consumer expenditures, 
which moved to new high ground. The seasonally adjusted annual 
rate of consumer outlays in the final three months last year rose 
to $332 billion, up from the $328.3 billion in the 3rd-quarter, and 
$329 billion in the 2nd-quarter. Most economists, in earlier predic- 
tions, felt the trend of consumer spending in the final quarter of 
1960 would refiect their attitudes about the 1961 economy, and 
whatever trend developed in the quarter would continue in 1961. 
... Turn to page 216 for more news of How’s the Hardware Business. 
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ovoilable in 18” size. 


Nir. Dealer, We Offer YOU: 


UNSURPASSED QUALITY, DURABILITY, PERFORMANCE 





AND A COMPLETE, ACCEPTABLE, PROFITABLE LINE! 


NEW! ree-rrim FRONT DISCHARGE 


DeLuxe reel, self-propelled and push combination with 
superior maneuverability ... Handle lifts to self-propel 
through positive clutch—no levers to push or pull—bal- 
anced for effortless operation—trims to %” of walls and 
fences. Has front discharge into a safer all-steel grass 
catcher. Rugged 3 H.P., 4-cycle, lightweight aluminum 
engine with float feed carburetor and impulse starter... 
Snap starts without engaging reel or transmission. Posi- 
tive clutched wheels assure smooth operation without 
side motion. Remote controls for start, run, stop on 
handle. Cutting heights from %” to 24%” easily selec- 
ted. Heavy welded steel chassis. Available in 2 models. 


MODEL P5521, 21”, DeLuxe self-propelled reel, 
2 H.P., Recoil or Impulse Starter... Also 





oble also in 19” size. 
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MODEL P622-HS, 22” Deluxe Rotary, 3 H.P., Impulse 
or Recoil Starter, Finger-Tip Height Adjustment. Avoil- 


hi 


NEW?! vacu-mow set ROTARY 


Does superb job of cutting .. . vacuum cleans lawn of 
all grass, twigs, leaves, etc., with its exclusive baffled 
jet stream tunnel design. Packs more grass solidly 
into the safety-engineered all steel grass catcher than 
conventional mowers. Has remote handle controls and 
finger-tip height adjustment. Powerful, 3 H.P., light- 
weight aluminum engine, with impulse starter and float 
feed carburetor, handles the toughest mowing jobs. 


Available in 6 models, 20”, 22”, 24”—3 self- 
propelled. Also in 6 conventional models without 
baskets or Vacu-Mow design. 
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MODEL P817-E, 17” 
Drive, 1% H.P., 
Heights. Also available in Model P817-EB, 
Belt Drive, 1 H.P. 








@ “The finest mowing equipment ever built!”... 
that is what we say about the new 1961 Pincor 
Line. Dealer acceptance has been enthusiastic too. 
When you discover the combination of their supe- 
rior design, ultra precision, and unusual perform- 
ance features, we believe you will agree. 

Pincor offers you a complete 1961 Line of 


power lawn mowers... Reel, Rotary, and Elec- 
tric models from 17” to 24” in self-propelled and 
push types. 

Now is the time to plan for your best year in 
mower sales—with New 1961 Pincors... there are 
none better! Write for complete details and Pincor 
Profit-Making Prices. 


There’s A Nationwide Network of Pincor Authorized Service Stations 


Pincor-trained mechanics offer a complete mower and engine service throughout ths United States and Canada 


GASOLINE 
ENGINES 


Electric Rotary Gear 
with Adjustable Cutting 


a OOoLSs 
ELECTRIC -3? 
GENERATING 
PLANTS / - 


Manufactured by PIONEER GEN-E-MOTOR CORPORATION 5840 w. Dickens Ave., Chicago 39, II!. + Telephone BErkshire 7-4100 
Want more facts? Circle 106, p. 155 
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MERCHANDISING 


newsierer 


A REPORT TO HELP YOU MAKE BETTER LONG RANGE PLANS 


AUTOMOTIVE MARKETS WILL INFLUENCE YOUR APPLIANCE SALES SOON. A couple 
of trends evident. First, following auto manufacturers’ extended 
mileage warranties, appliance makers are stretching coverage 
periods to as high as seven years. And in one case, a 25 year 
guarantee will back a big-ticket line. A one-year certificate 
may soon be minimum to keep a line competitive. Dealers are asked 
to hand warranties to customers "in-person" to strengthen customer 
relations. The other trend follows compact car idea. Smaller, 
stripped-down appliances for younger couples who can't afford the 
deluxe models. A big swing could occur here. 



































KEEP YOUR EYE ON THE CORNER GROCER WHO SELLS HARDLINES. He's being 
helped as never before. Full-service rack jobbers now offer him 
a deal that removes all responsibility and risk. Works like this. 
The service jobber selects housewares, hardware, and outdoor 
items based upon studied research of what sells best in supers. 
The jobber stocks the food store. He also refills stocks on reg- 
ular basis. He takes back overstocks, and he changes displays 
often. His fee is his wholesale profit. Grocers average 8.5 _ per- 
cent margins and they beam. For this is far above their average. 
Chain department stores are next goal for rack jobbers. 






































YOU SAVE NOTHING BY DEFERRING SPRING PURCHASES, IN FACT, YOU LOSE. A 
lot of little purchases will be made by Spring-hungry shoppers 
in next few weeks. Why lose these important sales? Most whole- 
Salers have dating terms on lawn/garden lines that let dealers 
Stock up now, pay around May 1, and keep 2% cash discount. You 
cannot help but rack up plus profits from this arrangement. An 
early start is the basis for a more profitable outdoor selling 


season. Start customers coming to you now, hold customers through 
season. 
































THE CIVIL WAR CENTENNIAL: DON'T RISK ILL WILL WITH POOR-TASTE ADS. A 
lot of merchants will stir up the wrath of customers with shoddy 
promotions keyed to Civil War theme on this 100th anniversary. 
Deep-seated feelings exist in many parts of country. A torrent 
of questionable promotions has already begun, mostly in mail order 
trade. Take a long look at broadsides, ads, and displays that 
relate to the centennial. Turn down any that leave a question 
in your mind concerning customers' feelings. 





























14 © HARDWARE ACE, February 9, 1961 





yers 


INTRODUCES 
OLYMPIAN 


WATER SOFTENERS 


built to the same high quality standards which 
have made Myers pumps famous around the 
world for dependability, long life and full value. 
These new Olympian Water Softeners are 
available in Fully Automatic, Semi-Automatic, 
Manual and Economy models. Also a complete 
line of Olympian filters and neutralizers. Tanks 
are coated with ‘‘Fire-Cured’’ Epoxy to 
resist corrosion. Contact your Myers 
wholesaler for complete 
information and 
prices now. 





Myers) The F. E. Myers & Bro. Co. asnianp, ono «+ KITCHENER, ONTARIO 


SUBSIDIARY OF THE MCNEIL MACHINE & ENGINEERING CO. 
Want more facts? Circle 107, p. 155 
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Tenite Polyethylene pipe-grade 
resins have been tested and 
approved by the National 
Sanitation Foundation for 
carrying drinking water. Pipe 
extruded from these resins has 
also passed and exceeded all 
tests specified in CS 197-60, a 
U.S. Government Standard 

for the over-all quality of 


polyethylene pipe. 
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THIS 
LONG-LASTING, FLEXIBLE 
PIPE 1S MADE OF 


WNT es 


POLYETHYLENE 


an Eastman plastic 


Tenite Polyethylene is the brand name of a high quality 
polyethylene marke by 
EASTMAN CHEMICAL PRODUCTS, INC 
a subsidiary of EASTMAN KODAK COMPANY 
its performance and resistance to al! types 
of deterioration are outstanding 








The pipe manufacturer's 
BRAND NAME 


displayed in this space 














carries the “Tenite’” label 


The “Tenite” label is your customers’ assurance 


that the pipe is made of quality Tenite Polyethylene 


lumbers, farmers, builders, miners, and do-it- 

yourselfers, all are turning to polyethylene pipe 
to make their jobs a bit easier. Since all polyeth- 
ylene pipe looks the same, it’s wise to stock a brand 
that carries this ‘Tenite” label. 

The “Tenite” label attests that the pipe is made 
of Tenite Polyethylene, a carefully formulated, pipe- 
grade resin produced by Eastman, a company 
prominent in the plastics industry since 1932. This 
material is available to pipe manufacturers through- 
out the country. 

Pipe made with Tenite Polyethylene is tough, du- 
rable, yet light in weight; easy to handle and install. 
It offers outstanding resistance to weathering, stress 
cracking and electrolytic attack, and is undamaged 
by freezing and corrosive soils. This versatile pipe 
is ideal for lawn sprinkling systems, ice skating rink 
tubing, rural water distribution, coal mine drainage, 
farm irrigation, jet wells, conduit for underground 
wiring—the list of uses grows by the day. 


Be certain the pipe you stock carries this ‘Tenite” 
label. It is pipe that is easy to sell—pipe that stays 
sold. For the names of pipe manufacturers who use 
this material, plus a folder entitled ‘Some Questions 
and Answers about Polyethylene Pipe,’’ write 
EASTMAN CHEMICAL Propucts, INc., subsidiary of 
Eastman Kodak Company, Kincsport, TENNESSEE. 
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POLYETHYLENE 


an Eastman plastic 


Want more facts? Circle 108, p. 155 
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APPEO 


60-AP-7 


SOLID ONE PIECE PLASTIC SEAT 
NO. 170 


¢ flat seamless surfaces - withstands hun- 
dreds of pounds of pressure « vinyl 


replaceable bumpers « plastic covered hinges 


AMERICAN PLASTIC PRODUCTS CO. Hamtramck, Michigan 


Want more facts? Circle 109, p. 155 
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+ STERLING S| 
“DIAMONDS-FOR-DEALERS” 


¥ ¢ LINE OF PLUMBING BRASS | 


’ is made for the 





Plumbing Repair and Replacement business is big Hardware busi- 
ness these days. Actually, Plumbing Brass can account for as much 
as 34% of your total volume! Stocking is easy . . . there’s no obsoles- 
cence . . . turnover is rapid. 

For complete satisfaction, stock Sterling’s “Diamonds-for- 
Dealers” line of Plumbing Brass! Our folder describes these fast 
moving items — send for your copy today. 





COMPLETE LINE OF BATH TRIM, LAVATORY LEGS AND TOWEL BARS, LAVA- 
TORY FITTINGS, LAUNDRY TRAY TRIM, SINK FITTINGS, LAWN FAUCETS, 
BOILER DRAINS, VALVES, SINK STRAINERS, TRAPS, FLEXIBLE SUPPLIES 
































) | ao agg ae - mere snsy 

ce . | | 

“Where Quality is | | STERLING FAUCET COMPANY i 

Produced in Quantity” : Morgantown, W. Va ! 

| Please send folder “Hardware Group of | 

Py | Plumbing Fittings” | 
STERLING ‘' | 
| : PANY i 
FAUCET COMPANY ! appzzss 
MORGANTOWN, WEST VIRGINIA CITY STATE 

| | | 
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TWO GREAT NEW LINES NOW MEET 


° 


DE LUXE LINE FOR PROFITABLE SALES 


AY, 


Starflyte Tools incorporate all the advanced 
engineering know-how that makes every PET 
product outstanding in performance and depend- 
ability—plus design features that make them first 
choice of customers who demand professional 
lawn and garden results. All are finished in new 
Starflyte blue, porcelain white and chrome. 








® 


Y 


DOUBLE EDGE BLADE 
FOR CONTINUOUS 
“SWEEP-CUTTING” 


Model 1370 DeLuxe Starflyte Hedge Trimmer. Slices through the 
thickest hedge in either direction! 13 inch Swedish Steel cutter 
bar with 32 precision ground teeth—full 12 inch swath. 115 voit AC 
Rugged Series motor—850 strokes per minute. Finger tip on-off 
switch. Plastic hand grip and auxiliary handle which fits to rear, 


left or right side of motor housing. Bevel pinion $9995 


gears and cam action, dynamically balanced 
armature, internal fan. Suggested Retail: 


FREE DISPLAY STAND! » EE EE 


Eye-catching, space saving 
—yours free with initial 
order for 3 Starflyte Tools 
shown on this page! 





Z 


77 LAWN 
& GARDEN 


peje) 5 
po Corel” 


For Every 6 





Edger Trenmer: © Gerdes Tiller 


CRE 


PORTARLE EL ECTRIG Toms 


OOF Mews Lire 


Model K-10 DeLuxe Starflyte Garden Tiller. Permits 
building up of soil, breaking large clods, aeration 
and deep water penetration. 8 hardened steel tines 
cut full 6/2 inch swath 6 inches deep. Multiple 
roller thrust and bronze bearings, heat treated steel 
gears. 115 volt AC 3 horsepower motor, blade 
speed of 350 rpm no load. Auxiliary 
handle, dead man’s switch, wall 3 95 
hanger for easy storage. 9 Ibs. Sug- 

gested Retail: 


Model E-65 DeLuxe Starflyte Edger Trimmer. Trims 
to the edge of all the places a mower can’t cut— 
anti-scalp guard helps prevent unsightly “digs.” 
Micro-adjusting knob for precision settings 1” to 
2”. Cuts full 6” swath. 200% more torque with 
exclusive-design gear train. Extra wide rubber 
wheels to prevent rutting. 115 voit 

motor, 8000 rpm. Side handle, stor- $ 95 
age hanger. Suggested Retail: 


America’s Fastest Growing Name in Portable Power Tools 


Portable Electric Tools, Inc. 


1200 East State Street, Geneva, Illinois 
in Canada: 452 Birchmount Road, Scarborough, Ontario 
Want more facts? Circle 111, p. 155 
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YOUR DEMAND FOR... WY Tn 
LawnéGarden looks 


® 


FEATURE QUALITY AT BUDGET PRICES 


LAWNMATE 


Lawnmate garden tools bear the mark budget minded customer who insists 
of PET design and manufacturing on professional performance...... 
skill, from sleek, fast selling, stream- Lawnmate is the line to stock! 

lined housings in caterpillar yellow 

and off-white, to the smooth power of 

the Rugged Series motors. For the 





Model 1310 Lawnmate Hedge Trimmer. 
Lightweight, easy to handie—weighs only 5 
ibs. Vibration free performance, long life 
with dynamically balanced armature, self- 
lubricating bearings. Hoop type handle, aux- 
iliary handle, lightweight aluminum die-cast 
housing. 13 inch Swedish Steel cutter bar, 16 
precision ground teeth, cuts 12” swath. 115 
volt AC Rugged Series mo- 

tor, 850 strokes per minute. $39 


Suggested Retail: 


FREE DISPLAY STAND! 
Self-selling display stand takes 
Design, Co/or, Balance minimum space, sells tools on 


sight! Yours with initial order 


Se// These Two Lines on Sight! for 3 Lawnmate Tools shown here. 
2 


Model E-60 Lawnmate Edger-Trimmer (right). 
Cuts full 6” swath around fences, flower 
beds, trees, walks. Anti-scalp blade guard. 
Easily adjusted for height of cut—1” or 2”— 
or changeover from “trim” to “edging.” 
200% more working torque. 115 volt AC Rug- 
ged Series motor, 9000 rpm 

no load speed. Blade clutch $ Q5 
for easy control. Only 7 Ibs. 

Suggested Retail: 


Model T-70 Lawnmate Grass Trimmer (left). 
Extremely lightweight and maneuverable— 
weighs only 4 pounds! Two-piece, easily 
stored handle—plus auxiliary handle. “On- 
Off’’ slide type switch. Cuts full 5” swath. 
115 volt AC Rugged Series 

motor, 12,000 rpm no load $1 ]9°9 


speed. Suggested Retail: 


r------- Profit From Early Garden Too/ Sales—Mail Order Coupon Now!------- 
pes Portable Electric Tools, Inc. Please rush the following items: Suggested Dealer 
1200 East State Street, Geneva, Illinois —_ ee 


ai ph Lene me oo a Ls amared . «4 6.360 eens Ss 

‘ . POM Mi arfiyte Model 1 a ne” «© © «© « « ¢ es * . 
In Canada: 452 Birchmount Road, = Starflyte Model K-10 Garden Tiller cin ag it nee 44.95 

: ace tarflyte (free wi or er or 00 S$ above 

Scarborough, Ontario __.. Lawnmate Model 1310 Hedge Trimmer .. . 27.95 
Name ie Lawnmate Model E-60 Edger Trimmer. . . oe ae 24.95 
; . Lawnmate Model T-70 Grass Trimmer . 17.95 
Firm Name ti __. Lawnmate FREE DISPLAY STAND (free with order for 3 tools above) 
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Reel mounts on rungs of 
cort at convenient level 


Cart is ideal for carrying 
goarboge and rubbish cans 


Item No. 222 Cart with reel re- 
moved serves as sturdy hand 
truck for moving heavy articles. 








WATER FLOWS in continuous straight 

line through hub of ree! while hose 

is reeled or unreeled. Trouble-free, 
no adjustments needed. 











“PresSURE” precision-engineered 
water seal of zinc-plated machined 
brass, gives non-binding, watertight 
and leakproof performance. 





item No. 222 SIDE WINDER 
Cart-Type HOSE REEL 


Capacity 100 ft. %‘’ O.D. garden 
hose or 150 ft. 2°. O.D. hose. 
Easy-rolling on wide rubber-tired 
wheels that protect lawn. Com- 
plete with 32 ft. nylon reinforced 
flexible leader hose assembly. 
Reel lifts from stand which be- 
comes a sturdy hand truck. Packed 
one complete unit per carton. K.D. 
Ship. wt. 16/2 Ibs. 

Retail Fair Trade Price... $4 59S 


Genuine 


CAL-DAK 


tor quality 


Lawn and Garden 


HOSE REELS 


Free-reeling and unreeling 
while water flows 


THREE POPULAR MODELS 
TO MEET EVERY NEED 
...for homes, parks, playgrounds, 
motels, schools, hospitals, parking 

lots, service stations, nurseries. 


@ Lengthens life of any hose...keeps it 
off the ground, safe from damage 
Hose is always ready to use... 
just unreel to any length needed 
No drag...water flows as hose unreels 
Super-rigid twin steel drum discs 
with deep-ribbed steel hose supports 


Tubular parts are rust resistant 
with attractive aqua and yellow 
baked enamel finish 


Easy assembly and operating 
instructions included 


FREE Mats, Glossies, Electros 
available to tie in with 


Cal-Dak National Advertising 

















item No. 221 


Hangs on rungs of wall 
frame, easily detached 


Detaches 


for storage 





item No. 220 


from connector arm 











WALL-MOUNTING 
HOSE REEL 


Direct Faucet-Mounting 
HOSE REEL 








3-87 
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Holds 100 ft. %‘’ O.D. garden hose or 150 
ft. Y%2"' O.D. hose. Mounts at convenient 
height on frame affixed to wall, lifts off 
easily for storage. 31 ft. nylon reinforced 
flexible leader hose assembly included. 
Packed 1 per carton. Shipping weight 9 Ibs. 

Retail Fair Trade Price.. $895 


Holds 100 ft. %‘’ O.D. garden hose or 150 
ft. %2‘' O.D. hose. Rigid pipe mount holds 
reel firmly on faucet. Easily detached from 
connector arm by disengaging spring 
clip. Packed 1 per carton. Shipping 
weight 6 lbs. 

Retail Fair Trade Price... $695 


ALL PRICES SUBJECT TO CHANGE 


Manufacturers of Work-Saving Quality Housewares 
FACTORIES: LANCASTER, PA., LITTLE ROCK, ARK., COLTON, CALIF. 


Want more facts? Circle 112, p. 155 





FIRST mojor change in the R.F.D. mailbox 
approved by the Postmaster General in over 
50 years. 


RUGGED construction—built to last as long as 
the house. Your customers will appreciate the 


quality and beauty built into this decorative 
mailbox. 

NEW methods make it indestructible under 
normal use. Door, frames, flag, and hood are 
heavy-duty, die-castings. (Equivalent of marine 
hardware.) The body is stamped from 
heavy-gauge zinc-coated steel. 


9 2z BOX has a baked-on acrylic finish that won't 
that’s 


fade in the sun... won't crack and peel in 


what they say freezing weather—the hood is chrome plated. 


Mount-at-any-angle pole and bracket are 


when they available as an accessory kit. 
see Southern’s 


‘Town and! Country 


SUBURBAN MAILBOX 





Mail Coupon Today for catalog sheet and price list 


SOUTHERN FABRICATORS CORP. 
1010 W. Broadway @ Steeleville, Illinois © Dept. 601 
COLORS 
Chrome Blue Turquoise 
Chocolate Suburban Pink Master Carton 
Thunderbird White (6 boxes) 
Accessories 
aes (Per set) 
20'A"’ long 
814" wide 83%4"" high 


Name___ 


Company 


ie 
. es © © & FF FG 


Address 
City 


Position 


FABRICATORS CORP. 


W. BROADWAY . STEELEVILLE, ILL 


Want more facts? Circle 113, p. 155 
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HERE'S THE 





Mode! 460 choise — Adjusts to 5 


positions with concealed comfort- 
selector Viny! redwood pattern 
arms. Opens to 28 wide « 72 
long, with 20°: seat Weighs 18 


ibs. Pocked individually 


S| ae ae 


s i 
} 
4 
d Mode! 660 table-bench set—é fold- 
ing table with 2 benches. Tcble — 


oS va’ weet ae high. Weighs 
i a: 36 Ibs. Benches — 12'° x 72 iF: 
. high. Weighs 16 Ibs. Packed 1 table 


2 benches per curton: .70 Ibs 
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ON BEAUTY -FOLD® 


Redwood-and-Aluminum Furniture! 


Biggest demand line in outdoor furniture 
... backed by greatly expanded produc- 
tion facilities to assure prompt delivery! 
Cash in on big-profit, big-market Redwood 


this season! 


ror 
£ 


~ Aen reeT 


Mode! 560 cocktail table 
— Redwood top with 
swaged aluminum legs 
with plastic ps. Height 
1734 Top 15 wide x 
44°" long. Weighs 9 Ibs. 
Individually packed, K. D 





) 








Model F8016 table — Extro-large 
36°’ squore top. Unique ‘‘two-fold'’ \ 
leg construction for opening and 
closing ease. Folds to 36°’ x 36’ x 
4'’. Height 28°). Weight 20 Ibs 
Individual cartons 





















HERE'S THE ON BEAUTY -FOLD~ 
LUXURY WEB ALUMINUM FURNITURE! 


New slim webbing with classic square de- 






sign frames and every luxury feature! 


— 


— 
ee 
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Model 456 — Folding 


| — Model 256 — Slim-Line 5-position 
Model F260 chair — Folding Short- Fold Slim- Chaise 


redwood chair with oftrac- : . 
tive vinyl redwood pattern Line Armchair. 
arms. Open 26'2'' wide x 
33'2°' high; 17° seat. Folded 
26'/2''-x 35°" x 6°. Weighs 
only 9 Ibs. each. Packed 2 
per carton. 












ANY 


ast HERE'S THE DEAL ON 
Ss, PROMOTIONAL WEB FURNITURE! 
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— =\- a 7S Smart styling and fine quality at drag-’em-in 
Fray iare | prices in two quality ranges. 








Model F1026 
5-position 
folding chaise. 
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table height / tion folding chaise. armchair. 
armchair. 


"a ‘a “> MAIL COUPON NOW TO RESERVE FREE-GOODS OFFER 


Au-Luminum ¢ [Send to your local distributor listed at left—if none listed send 


D | » direct to Factory) 
an ”_ a Please reserve Beauty-Fold free-goods offer for me, and arrange 


to show me line without delay. 
36th and Reed Streets 
Philadelphia 46, Pa. 
World’s largest manufacturer of folding 
tables and aluminum outdoor furniture 
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Store Name 
Address 
City__ 


My name 





Is the tail wagging the dog 


in your power mower line? 


You and we both know that the most 
important part of a good mower is the 
engine. 

Accepting that fact, here is a ques- 
tion: how can some manufacturers ex- 
pect a dealer to sell a customer up from 
a $35 mower to a $100 mower without 
changing the engine? 

Isn’t that “‘the tail wagging the dog?” 

We’ llrepeat that. Ina $65 pricespread 
the buyer gets the same engine, regard- 
less of which mower he chooses and 
what price he pays. 

Is this giving the customer a fair shake? 

By this one-engine standard, anyone 
who can assemble a mower can become 
a power mower manufacturer—and 
obviously that’s just what many have 
done. But it does not mean a good 
quality mower. The kind a man ought 
to buy. The kind you want to sell. 


Lawn-Boy Sees 
It Differently 


In contrast to the ‘‘one-engine’”’ policy, 
Lawn-Boy engineers say that engine 
and mower must be matched. That 
balance eliminates vibration caused by 
over-powering; makes for easier con- 
trol of the mower. They insisted upon 
a perfect running engine—one that 
starts fast, lasts a long time, gives the 
customer his money’s worth. They 
vetoed using someone else’s engine. 
They proposed having more than one 
engine because the line has more than 
one mower. “Design and build our own 
engines,’ they said. We did. 


Lawn-Boy Balanced Power 
Engines—built by us, 
only for us, designed for 
trouble-free performance 


Result is what you’d expect. The most 
dependable engine ever teamed with 
a power mower. Leading engineers 


LAWN-BOY 


claim if ever an engine was made for 
mowing, Lawn-Boy has it. Rental 
Agents say Lawn-Boy mowers run 
about 300 “‘hard-used”’ hours before 
major maintenance is required. Market 
research figures show the average home- 
owner using his mower 25 hours a year. 
At this rate a Lawn-Boy could mow 
12 long years without fixing! 

Lawn-Boy has the hottest spark 
magneto in the industry, 17,000 volts, 
plus an oversize rewind starter to guar- 
antee easy, instant starting. Even after 
several seasons of hard use, a Lawn-Boy 
still starts with one pull because of this 
high output magneto. Two-cycle en- 
gine design uses this tremendous spark 
twice as often, makes every piston 
stroke a power stroke—delivers con- 
stant, even cutting power directly to 
the blade. 

Lawn-Boy engines are more reliable 
because they have fewer working parts 
(less friction, less heat) to cause trou- 
ble. There are no valves to stick: no 
valve guides, springs or lifters to clat- 
ter, wear or burn out. A high pressure 
automatic lubrication system protects, 
guarantees this running smoothness. 
And when servicing is finally neces- 
sary, this simple Lawn-Boy design 
makes it easy. 

We could go on and on with a de- 
scription of this great engine. Our 
point, though, is that we do make our 
own engines, each one to do a specific 
job of mowing; a factor we feel is vital 
in making a first class power mower. 


Now, After This 
Great Engine, What? 


Engines are matched to mowers of com- 
parable quality in a price range 
stretched realistically from $62.50 to a 
little over $100; an area in which your 
second-time-around buyer, represent- 
ing 60% of your present buying market 
is shopping. 




















Lawn-Boy 21” 
Automower 
Model 8210 

$119.95 


Lawn-Boy 18” 
Special 

Model 3050 
$62.50 


Mower for mower, engine for engine, 
step-up price for step-up price, a 
Lawn-Boy buyer gets what he pays 
for. Engines are matched to mowers 
and mowers matched to job and price. 
That’s the way it should be. That’s 
why, no matter what your yardstick, 
you can see for yourself how Lawn-Boy 
sets a standard others would like to 
live up to. Something to think about 
when you consider the time, money, 
reputation you invest in your commu- 
nity as a power lawn mower dealer. 


A full line of power lawn and garden- 
care tools. Fully warranted. Heavily 
advertised and promoted from the store 
level right through America’s leading 
national magazines. A line backed by 
the experience and prestige of famous 
Outboard Marine Corporation. It all 
means that you have a lot going for 
you as a Lawn-Boy Dealer. Famous 
name, full line, proved consumer ac- 
ceptance: All yours to sell in an ex- 
clusive franchise at full mark-up profit. 
(One of the highest in the industry!) 


Think about this opportunity to 
make real money again in a business 
where only grade-A merchandise is 
going to sell. Then call your Lawn-Boy 
Distributor or write us direct! 


OMC ENGINES & 
EQUIPMENT DIVISION 


Outboard Marine Corporation, Waukegan, Illinois 
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ANNOUNCING 


Ante FIRESTONE 


TRANSPORT-100 
TRUCK THRE Lncneases uence 


90%...AND MORE! 


Proved in 100 million miles of fleet tests to bring you 50 % more original-tread mileage 
and much greater drive-wheel traction than any other regular original equipment 
Firestone truck tire! The all-new, all-wheel position Transport-100 wears far longer— 
actually gives you faster starts and quicker stops when half-worn than other original 
equipment truck tires when new. And, it’s the first truck tire anywhere truly noise- 
treated for quieter running. Yet it costs no more! In Nylon or Tyrex® rayon cord, tube- 
less or tubed. See it at your Firestone Dealer or Store! BTM. of Tyrex, tne 


Copyright 1961, The Firestone Tire & Rubber Compan, 
NEW—upe to NEW”) erri- NEW<sToNeE NEWFLATTER 
30°, DEEPER CIENT TREAD 


GUARDS” built CROWN means 
GROOVES, DESIGN: 


NEW INNER- 
RIB BLADED 


TREAD increases broad right into the equal pressure 


traction, lateral 
stability. Positive 
steering on curves 
—wet or dry! 





buttressed for 
strength; longer- 
lasting tread on 
any wheel position. 


center rib equalizes 
load distribution, 
reduces slippage, 
increases mileage. 


tread keep it free 
of gravel and 
pebbles to increase 
truck tire life. 


throughout tread 
print—for extra 
load-hauling, 
extra mileage. 


ng, CBS Television Netwoi' 


Member of THE ATA FOUNDATION of THE AMERICAN TRUCKING INDUSTRY Tune in Eyewitness to History every Friday eve 
Want more facts? Circle 116, p. 155 
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‘61 FORD PARCELS | 


BPC 





SAVE ON BODY INSTALLATION ... WITH A FORD 
WINDSHIELD-FRONT-END OR STRIPPED-CHASSIS 


Fleet operators requiring units with “‘special’’ de- 
livery bodies are finding that the combination of a 
Ford Parcel Delivery chassis and a customized body 
from one of the industry’s major body manufac- 
turers is one of the best ways to beat rising costs. 

The Ford Parcel Delivery line for 1961 brings 
more and bigger savings to a greater number of 
operations with a complete range of models from 
4,000-lb. to 15,000-lb. GVW. The new P-100 
stripped-chassis model is an unmatched economy 
unit for lightweight, bulky, stop-go loads. For longer 
routes and heavier payloads, the P-350, 400 and 500 
Series with windshield-front-end or stripped-chassis 
models are recommended. Ford also offers larger 
models in the P-600 Series (available on special 
order) for GVW’s up to 18,500 lb. 


Ford’s P-Series models with windshield-front-end 
have a mounting flange at the top which makes it 
easy to attach a custom body roof. They also 
include a straight door pillar to facilitate door fitting. 
All controls and instruments are located within easy 
reach and view of driver, and tilt-forward seat pro- 
vides generous aisle space. 

Most of the leading parcel delivery body manu- 
facturers also offer custom bodies designed specifi- 
cally for Ford’s stripped-chassis units. Available in 
six different wheelbases, these chassis models come 
with a complete package of electrical instruments, 
controls and equipment which further simplifies the 
body installation. Your Ford Dealer will gladly 
work with any equipment manufacturer to help 
you meet your parcel delivery needs. 





P-100 Available as chassis only; 96- and 102-in. wheelbase for bodies with 6 
to 9 ft. load length. Cubic capacity up to 250 cu. ft. GVW 4,000 to 5,000 Ib. 


Want more facts? Circle 117, p. 155 


28 «© HARDWARE AGE, February 9, 1961 





CHOOSE 
YOUR OWN 
CUSTOM 
BODY 
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SAVE WITH 
HD CRUISE-O-MATIC 

Optional on P-350 through P-500 
models, this transmission automatically 
provides correct application of power 
for all driving conditions and helps cut 
maintenance costs. Saves time and 
effort, too—gives the right ‘‘go’’ for 
every driving range. 


SAVE WITH 
ECONOMY CARBURETOR 
Ford now offers an optional carburetor 
for the standard 223 Six engine that 
gives greatly improved gasoline mileage 
for stop-go operations. This economy 
carburetor reduces fuel consumption at 
idle speeds and still provides proper 
fuel mixtures for good acceleration. 


SAVE WITH POSITIVE 
CRANKCASE VENTILATION 
Positive Crankcase Ventilation, stand- 
ard on both the 223 Six and 292 V-8, is 
designed to provide proper ventilation 
whether vehicle is standing or moving. 
It cuts engine corrosion and oil con- 
tamination for greater engine durability 

and extended oil life. 


EXTRA-VALUE FORD PARCEL CHASSIS FEATURES 


@ HYDRAULIC ACTUATED CLUTCH... HD 11-inch clutch 


road conditions are severe, and still allow a smooth ride 


is standard on P-350 through P-500; 10-inch clutch furnished 
on P-100. Hydraulic actuation reduces driver fatigue, 
prolongs clutch life. 


LARGE COOLING CAPACITY... High capacity ‘‘Flat 
Tube-and-Fin’’ type radiator provides for better engine 
cooling. Especially important for congested city work. 


ORSCHELN PARKING BRAKE LEVER ... Standard on 
P-500, optional on P-100 through P-400. Permits easy inside 
adjustment of parking brake linkage. 


under normal conditions or light loads. 


WIDE-TREAD FRONT AXLES... Provide greater front 


end stability, shorter turning diameter and unmatched 
maneuverability. 


DOUBLE-ACTING SHOCK ABSORBERS... Standard 
on P-100 through P-400 Series, and optional on P-500, 
provide smooth, level ride control. 


STRAIGHT-LINE DRIVE .. . Large tubular shafts and 


needle bearing universal joints are installed with minimum 
shaft angles for smooth power flow. Rubber-encased center 
bearing with neoprene seals is used on longer wheelbases. 


@ AUXILIARY REAR SPRINGS... . Optional on P-400 and 


P-500 Series. Provide for extra capacity when the loads or 


FORD TRUCKS COST LESS 


YOUR FORD DEALER’S “CERTIFIED ECONOMY BOOK” PROVES IT FOR SURE... 
FORD DIVISION, Sera Kotor Company, 
Want more facts? Circle 117, p. 155 
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ANTROL 
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ANTROL’S COMPLETE LINE SOLVES HUNDREDS OF GARDEN 
INSECT & WEED PROBLEMS FOR YOUR CUSTOMERS! ALL 
PRICED FOR FAST TURNOVER—FAST REPEATS—BIG PROFITS! 


Stock the complete Antrol line of professional quality garden products! It’s backed 
by the biggest, hardest-selling advertising campaign that ever pushed a customer 
into your garden department! 897 ads .. . 189 in blazing selling color, in 84 
markets . . . spearheaded by Puck, the Comic Weekly . . . Sunday Garden Sec- 
tions . . . backed by national magazines—Life, Better Homes & Gardens, Sunset, 
Popular Gardening, Flower and Garden, Flower Grower . . . strong radio and TV 
promotion! A booming national program that packs a punch — and makes sales 
where they count most — right in your own area — PLUS the most sensational 
coupon offer of the garden year — the startling Climbing Strawberry plant that 
climbs to 6 feet! 


And—yjust one phone call puts you in the profit picture! 


CALL YOUR ANTROL DISTRIBUTOR NOW! 


GARDEN Division / BR O yle-. ow AOE F Vo & TA/ ZZ Vv 
/ 22 EAST 40th ST., NEW YORK 16, NEW YORK 
Want more facts? Circle 118, p. 155 
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LITTLE 
BROWN 


JUGS & CHESTS 


SELL BIG! 


Moore Compact: More Efficient - Lightest Ever 


= 7 
2 


Light, super-insulated for mariners—can’'t corrode, absorb moisture New compact line of Picnic Jugs, Ice Chests — world’s lightest and 
or odors. Reinforced Aluminum Ice Chests with formed-plastic most efficient because of exclusive foam-light “Positemp” insula- 
bottom, food tray, opener, drain; Stainless Steel Faucet Jugs; feather- tion. Smallest insulated gallon jug, under 24% pounds! Jugs, chests 
weight “Chillybin” ice chest is virtually unbreakable, 6 pounds. in 3 sizes. Insulated Oval Cooler—light and inexpensive, 4 gallons. 














*Little Brown Jug and Little Brown Chest are registered trademarks. 


and LITTLE BROWN CHESTS 


R 
@ 4 Your customers will be pre-sold with high-impact 
— color pages in FIELD & STREAM «+ SPORTS 
ILLUSTRATED - SUNSET « MOTOR BOATING. 

ASK YOUR WHOLESALER ABOUT SELF-MER- P 
CHANDISING DISPLAY RACKS . . . about FREE 
newspaper mats and point-of-sale display mate- 
rial to put more SELL in your own store promotion. 


HEMP PLANT MACOMB, ILLINOIS 


THE AMERICAN THERMOS PRODUCTS COMPANY, SUBSIDIARY OF KING-SEELEY THERMOS CO. 
Want more facts? Circle 119, p. 155 
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for 

Salt 


.. . the most necessary element in the diets of both 
man and beast. Today salt is more significant to living 
than ever before. There are more than 80 varieties 
required by industry which has found some 14,000 uses. 


Since 1886, Diamond Crystal Salt Company 
has been and is today, one of the country’s leading 
producers of quality salt. 


We introduce with pride our vigorous new symbol— 
the crystal formed of diamonds you see 
on this page. It represents total quality, backed 


by a progressive organization. 


This symbol—though it is new—represents 
Diamond Crystal’s 75 years of continuous service in 
supplying all industries with a quality product. 


This new “‘symbol for salt’’ is your assurance of the 
purest product and finest service available anywhere. 


Want more facts? Circle 120, p. 155 
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A symbol for better living... 


with DIAMOND CRYSTAL 
WATER CONDITIONING SALT 


Every home needs a water softener and Diamond LOUISIANA ROCK SALT, available in sizes 2, 1, 
Crystal Water Conditioning Salts to keep these A, C, from Jefferson Island, La., one of the 
softeners operating at peak performance. You can world’s purest salt deposits. 


realize increased salt sales and profits by handling NORTHERN ROCK SALT, shipped efficiently and 
Diamond Crystal’s: economically to meet your needs. 


WATER SOFTENING NUGGETS (orginated by DIAMOND CRYSTAL SALT COMPANY HELPS YOU 
Diamond Crystal Salt Company) are scientifi- SELL THESE WATER CONDITIONING SALTS 
cally designed to increase regeneration effi- WITH: WINDOW POSTERS «+ POINT-OF-SALE 
ciency. Available in 10, 25, 50 and 100#4 bags. e LITERATURE + ADVERTISING 

The 25 # bag comes with a convenient “‘carry- Learn exactly how these products can benefit you. 
out”’ handle. Your customers will enjoy the Call or write the nearest Diamond Crystal sales 
ease and convenience of Salt Nuggets. office. 


Sf Viamond Crystal Salt Company 


ST. CLAIR, MICHIGAN 


PLANTS: AKRON, OHIO; JEFFERSON ISLAND, LA.: ST. CLAIR, MICH. 
SALES OFFICES: AKRON * ATLANTA * BOSTON * CHARLOTTE * CHICAGO 
DETROIT * LOUISVILLE * MINNEAPOLIS * NEW ORLEANS * NEW YORK 


Want more facts? Circle 120, p. 155 
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New from Swift & Company for full-time 
garden supply dealers only 





A new, pretested, proved line of lawn products 


NEW VitoGRO 


...the guaranteed way to FEED * WEED * CONTROL CRABGRASS 


A lawn-care products line that will be sold: 


SELECTIVELY .. . to a limited number of garden 
supply dealers only 


DIRECT .. . with free delivery from our plant 
or warehouse 


SPELLED OUT ... with a written dealer agree- 
ment that covers sales policy, merchandising 
policy, stock-control provisions 


PREPRICED .. . with every bag and newspaper 
ad bearing the suggested retail price 


PROFITABLY .. . up to 47% on quantity orders 


GUARANTEED .. . a money-back guarantee from 
Swift & Company printed on every bag 


WITH LIBERAL PURCHASING PLANS: 
—Stock-control program . . . with your choice 
of buy-back or return-goods provisions 
— Liberal terms postdated 
—And early shipment incentives 


LAWN WEEDER \; 
AND FEEDER 


e Kills all broadleaf 
(nongrassy) weeds; products available 
gives grass a pick-up e One bag covers 5,000 

e One fast, easy applica- sq. ft. 
tion does both jobs e Harmless to estab- 

e Contains twice the nu- lished lawn grasses 
trients compared to 


other weed and feed 


VitoG RO is a trademark of Swift & Company 


Complete Nutritional Treatment 


’ / y ‘Al ‘ 
a i i¢ 
’ f 


e Feeds a full 6 months, 
and will not burn 

e High analysis, light- 
weight formula with a 
complete grass diet 

e 20% more plant food 
for less cost than many 


other lightweight spe- 
cialized lawn foods 


e One bag covers 5,800 


sq. ft. 


e Specially formulated 


for deep-root feeding 








Crabgrass Preventer 


KILLS CRABGRASS SEEDLINGS 


e Kills crabgrass as it 
sprouts 

@ One early spring appli- 
cation prevents growth 
all summer 


2 Contains Dacthal 
W-50; effectiveness 


proved in leading uni- 
versity turf trials 


® Safer to use, contains 


no arsenic or other 
metallic poisons 

e Economical; one bag 
covers 3,000 sq. ft. 


Dacthal is a trademark of Diamond Alkali Co. 


Your VitoGRO salesman will see you soon...to show you 


the successful results of 2-year tests in 5 major markets 
Want more facts? Circle 121, p. 155A 
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Here’s how to win that 


Vacation. 


Holla 


Mori, 


7} an at the same time 


in the | 


Springfield: 


Glad. 
Tide 


SWEEPSTAKES 















open out for details) 





SPRINGI 


Riding Mowers 














An all expense vacation in Holland Re 
for 2 Hh via eon 
KLM Royal Dutch “= 








The definitely different DAF, a Holland made 
car FS thet is the new sensation 
of the automotive world 


Any one of other prizes, 


all imported from Holland 


any Springtield dealer can win 





























Springfield Consumer Advertising 


Springfield consumer advertising in 1961 will tell your customers that they can 
get a “‘“Glad Ride’”’ demonstration in your store. These hard-hitting ads that will 
be read by more than 100 million people also will tell them that when they get 
this “Glad Ride’’ demonstration, they will be permitted to purchase a dozen 
imported Dutch Gladiola bulbs from this dealer for only 39c . . . a savings of about 50c. 


These bulbs will be made available to you by Quick Manufacturing, Inc., for far less 
than this cost, so that you will be able to make a profit while giving a demonstration 
of a high-profit Springfield Riding Mower! You can profit twice . . . and also enjoy the 
additional traffic this nationally-advertised promotion will bring into your store. 


Bulbs will come to you in a Glad Ride Promotion Kit. This kit will contain a 
dozen specially-packaged sets of Gladiola bulbs from Holland, two special newspaper 
ad mats with which to tell your customers that the special offer is available, a 
special window banner, and a dozen Glad Ride Sweepstakes entry blanks. You fill 
in the entry blanks and mail them to a special contest judging agency that will select 
the Sweepstakes winners. The more kits you order, the more chance you have to win! 


it’s that easy and profitable too! 





Order your Glad. | 
promotion kits NOW! 


Ask your distributor (or write us direct) for a special card with which to order 
your Glad Ride Promotion kits at $1.98 each. Fill in the card and mail it to 
Quick Mfg., Inc., immediately! Your Glad Ride Promotion Kits will be rushed to you. 
There is no limit to the number of kits you can order. The more 
Sweepstakes Entry Cards you return, the greater the odds in your favor 
to win one of these tremendous prizes! 


One thing more: when filling in your Sweepstakes Entry Card be sure to 
enter the name of your Wholesaler’s Salesman in the space provided for 
that purpose. He can win a valuable prize, too! 

And send your order for Kits today! 


heim the (yun in. O with. 
Springtield 


Products of ‘‘the House of Power’’ QUICK MFG. INC., Springfield, Ohio 


(Not applicable in states where prohibited by law) 


DEALERS! Ask your distributor salesman about the special Glad Ride Demonstrator discount deal 
A Springfield mower and/or Suburban Tractor at special discount price. Limited time. Hurry! 


Printed in U.S.A. 








mem STOP 
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LOOKING 


for a better garden hose... 

there just isn’t any better than 
Swan Heirloom. With a cover 

of Hypalon—du Pont’s newest 
synthetic rubber—Swan Heirloom 
is built to last a generation and 
guaranteed for 20 years to be 
practically indestructible 

under even the most severe 

service conditions. 

See your distributor today. 

Swan Rubber Company, Bucyrus, Ohio. 





THE 


TuRFMASTER. 








| | [LE | 88s 
IF IT’S A TURFMASTER \ ‘ 
IT’S A QUALITY \ \ : Ow 
, Y \, \ ae . =, m ots . 
PRODUCT \ ate re 


anal 
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THE QUIET 
TURFMASTER 
The all new mower with 
the lullaby-low tone... 
practically sells itself. 


TURFMASTER 
RIDING MOWER 


Newest addition to a 
fine line of riders. Me- 
dium price... fine per- 


formance. Turfmaster Tillers are the finest in the field: powerful, sturdy, easy to handle 


and readily adjustable for any job. Turfmaster quality is obvious in every de- 
tail: the adjustable bolo-type tines, the hardened steel worm drive, the 1”- 
diameter steel tine shaft, the handy depth bar control, the Briggs & Stratton 
engine. The Turfmaster DeLuxe and the Turfmaster Supreme lead all other 
tillers in performance ... and sales appeal! 


Nationally Advertised in Leading Home Magazines 





TURFMASTER / 


nec Type MoweRS «6 -WUREFMASTER S)ifJfpg hf Guire “oe 


Durable, dependable \ LAWN MOWERS 
Turfmaster quality at a The World's Standard Mower Since 1874" 


popular price. 
<Want more facts? Circle 123, p. 155 Want more facts? Circle 124, p. 1554 
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Plastoid’s new synthetic polymer base caulking compounds flow 
freely at temperatures well below freezing.* They set smoothly 
and evenly with noe sagging and considerably less shrinkage than 
oil base caulks, which tend to stiffen and crack in the cold. 

NEW DEPARTURE CAULK, made especially for professional 
painters, flows extra smoothly, dries for painting in one hour with 

















PLASTIC PRODUCTS COMPANY “Main office & ose a 
6453 Georgia Ave., Detroit 11, Michigan 


Factories: Detroit « Chicago ¢ Richmond, Va. 


anufacturing Subsidiaries: Oakland »* New Orleans * Kansas City * Tampa « Toronto « Jersey City 
Want more facts? Circle 125, p. 155 
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ans 
of its finest, best: 


selling tools for 


gigantic 1961 
pg eee 


POST zx: 


All 9 will get extra sales push as 
feature items for Hardware Week, 
with prominent display in irha’s 
tull-color ad spectacular 

in The Saturday Evening Post 


isinhsctlecechelindleanalaietiibeiaitalnaeiaiahiiglrenanteintasain > 


HERE ARE THE 5 MUSTS 


IN| YOUR 1961 PROFIT PICTURE 
Want more facts? Circle 126, p. 155 
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STOCK UP 
| ON THESE 


SPRING 
| SPECIALS 


WEEK AND 





EXTRA 
PROFITS! 


TRUE TEMPER 







FOR HARDWARE 







YEAR-ROUND 








Rocket. \ h 
Hammer Vi\ 


No. A16 
Reg. °549 


America’s best-selling 
hammer, the favorite of 
professional carpenters 
Famous Rocket features 
isleler.er-1eh-1e] ae) ialomarielelr-le 
. steel handle, head that 
‘on am Gn 00-1 -0 0 Perea lel an-vine 
cushion.grip,. True Tem- 
per precision balance 


and live power 


SUGGESTED DEALER PRICE $3.23 
REG. $3.67 


+ All standard-stock best sellers 


* All nationaliy advertised 


* All reduced in price for a limited time 
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We suggest you order substantial quantities of these 
standard-stock items from your True Temper 


| wholesaler. They can all be sold after Hardware Week 
at regular prices for extra profit! True Temper, 
® 1623 Euclid Avenue, Cleveland 15, Ohio. 


Want more facts? Circle 126, p. 155 










Heavy-Duty 
Lawn Rake 


No. SL22 Liss = 
Reg. 398 os SS 
nab cells) e-1 Belem aal-Maal-14.4-) | AN ~ 

... powerful, spring-braced | AmaS 


flex action really, hugs the " 
ground, gets all the litter the 1) ,} 


first swipe. Yet it won't injure ’ 4 ’ 

grass roots. 22 tempered- 3 : - 

steel teeth; straight edge  } i } Rocket 

gets close to walls. ‘ } Pruner 

SUGGESTED DEALER PRICE $2.25 } ; &. 
REG. $2.57 No. A35 


Reg. $325 


Ta) adele ls lot-10 Mm t-}-) 1-1-1 ume Lae m1 
a= To h"E- mar-)dle)ar-) me) ent-1-111-1 am al-t-1e 
iS Curved in natural pruning 
position — wrist Stays Straight, 
4-3 6-0-3 3-9 0 10 Lo aah lel ad eli - 
at 1aloll-t-me ch Gammalelal-jilemonls-tallels 
grips. Keen, cutlery-steel blade 
takes a big, clean bite. 


SUGGESTED DEALER: PRICE $1.87 
REG. $2.17 





Rocket 
Hedge Shear 


No. AT85 





Reg. $325 7 
Reg. 6395 
True Temper’s famous No. 22... 
slight pressure on the comfortable 
handles causes a crisp, powerful 
slice by the cutlery-steel blades. 
‘‘Floating’” blade action maintains 
cutting pressure clear to the tips. 
melelielaelelm seh ale melee 


Famous Rocket features: power- 
ful action;. nonslip cushion. grips 
isto mm asieleit-1as-30-1-] mmar-lal*il-+-me- 10-0180 
shocks; Superb Rocket balance. 
Handies are super-strong, won't 
Toles-1-10 0m Oh sar-laalomallalc4-m oleh ar-lalemalel: 


; for easy. positive adjustment. Pol- 
SUGGESTED DEALER PRICE $1.87 7 Yr b sie Pleapse. 
ished blades, lower blade serrated. 
REG. $2.17 


SUGGESTED DEALER PRICE $3.74 
REG. $4.67 — 


BIRUE EMPER your basic line... 


your money line 


Want more facts? Circle 126, ». 155 
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Whatever They Ask For... 


YOU VE GO 


in the COMPLETE 
Columbian Line 


Customers can’t ask for what you haven’t got—when you 
carry the complete line of Columbian rope. Columbian 
makes everything from a ball of household twine to ropes 
that haul in whales! Along with display merchandisers, 
attractive packages and extensive advertising! 


§ 
Yin 


Columbian Colpack Manila or Sisal Rope in 25 Ib., 50 Ib., 
75 lb. and 100 tb. Cartons. The package that brought rope 
out of the back room and onto the selling floor. You can carry 
nine sizes (Xi to %” diameters) with a minimum inventory. 
A hole in the top of the carton permits you to sell Columbian 
Pure Manila Rope in as many feet as the customer asks for — 
you can also sell by the carton. The Colpack keeps rope clean 
— is easy to store — and gives rope maximum visibility and 
sales-appeol. 


Columbian Standard Coils of Manila or 
Sisal Rope. All sizes of rope in standard 
Pick-Me-Up Merchandiser. The Pick-Me-Up adds coils of 1200 ft. Half coils of 600 ft. The 
self-service to rope merchandising. Displays 50 most economical package for the dealer 
ft. and 100 ft. Columbian Manila coils pack- who sells cut lengths in larger quantities. 
aged and ready to go. Rope in Vs", %”, V2” 
diameters. Pick-Me-Up takes less than 4 sq. ft, 
of floor space. 








Merchandiser #57 shows Columbian Colpack Rope 
in a variety of sizes. Rope feeds through guides 
to simple, accurate measuring device. The #57 is 
542” long, 442” high, 23%” deep, has 1212” 
sign on top. 


Columbian Nylon Rope on wooden reels. These 
reels allow you to stock, show and sell Nylon 
rope in the same convenient packaging you 
have with Manilo rope. Pure white, waterproof, 
rot-proof, and with extraordinary tensile 
strength, Nylon will appeal to the customer 
who is looking for a strictly premium rope. 


COLUMBIAN Rope Company 


Auburn, “The Cordage City”, New York 
Want more facts? Circle 127, p. 155 
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Published by the PIONEER Rubber Company, 108 Tiffin Rd., Willard, Ohio, U.S.A. 


Retailer Bonus Plans Announced 
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~~ Ebonettes Bonus Offer Continues 


Buy 11 Pair...Get 1 Pair FREE 
Customers Pay You | S | 76 


For 1 Doz. 98¢ Super Ebonettes 


Costs You 7. O+ 
Regular $7.68 Doz... ... . e 


YOUR PROFIT 


Regular $4.08 Doz. . 





Bonus Offer No. 0378 For Displaying 
Pioneer Wardrobe of Gloves 
Buy 3 Doz...Get % Doz. FREE 


Customers Pay You $ 

For 13 Pair each $1.69 Bluettes, 39. 9| . | 

79¢ Ebonettes, 59¢ Nimble Fingers* —_ 

Costs You 23 78 Over 50 Million Advertising Sales 


Buy 12 Pair each brand. Calls During the Next 90 Days 


Get|l Pair each brand Free. . . Bluettes . . . insulated comfort for really thorough hot wa- 


YOUR PROFIT Ss ter cleaning. Super Ebonettes . . . Neoprene to outlast rub- 
$13.06 Regular Profit. Plus $3.07 lo A ber in fast-acting cleaning aids. Ebonettes ve neoprene, 

. to outlast rubber in rugged cleaning jobs. Nimble Fingers 
From Free Gloves yy . . » barehand sheerness to make good grooming easier. 





*Beauty Pack unless Paint Pack Specified Offer Ends March 31, 1961 
Want more facts? Circle 128, p. 155 
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NEW 


ROLLED 
THREADS | 


make the difference! 


Wipes Clean 
in Seconds! 


* New 3-Twist Lok-Spin Cap! 

* Draws in Bulk Caulk—Vacuum Fast! 
* Fits All Cartridges Snug! 

* Takes All Standard Nozzles! 


Only “VITAL” makes 
Caulk Guns exclusively 
— completely. From us 
you select only the guns 
best suited to your cus- 
tomers’ requirements — 
shipped to you direct — 
on time ... No need to 
overstock. 


Our wide selection of 
both guns and nozzles 
with all the established 
diameters and lengths, is 
the result of years of ex- 
perience in interpreting 


what the industry requires. 


All of the improvements 
on caulking guns are con- 
tinually being made at 
“VITAL” where .we can 
serve you better than any- 
one else, at lower prices, 
and with quality 
beyond your 
expectations. 


CRADLE-CAULKER 


Takes spouted cartridges 


CAULK-MASTER 


For spoutiess cartridges 


MAINTENANCE 


Bulk and cartridge gun 


CONTRACTOR'S 


Bulk and cartridge gun... 


for longer loads 


> NOTEES 


-MANUFACTURING CO. 


Cleveland 4, Ohio 


7504 Quincy Avenue 
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Meet the Growing Demand... 
Make A ne Profits— 


THE TOMAR “handi-house’’® 
LITERALLY SELLS ITSELF! 


Every lawn and garden customer is a prospect 
for this neat, durable, all-aluminum utility 


house. OTHER TOMAR 
Its many obvious advan- PRODUCTS 


tages make it a sure-fire 
seller. 


Compared side by 
side with other types, most 
home owners prefer “‘handi- 
house’’® because it is light- 
weight, practically indestruc- 
tible, requires no mainte- ,. 
nance. 


The pool owner wants 


Won’t rot warp, or the TOMAR Cabana 
° ". oc gry Transluscent 
rust out—never needs paint. panel at top admits 
‘“‘handi-house’’® comes in 3 ght. 3 models 
models, each 6’6” high slop- 
ing to 6’0”. Floor area 4’ x 4’, 


4’ x 6’, and 4’ x 8’. 


Suggested retail prices range * 
from $99.95 to $154.95. 


7 aie . . 
Write for illustrated folder senso! susnasiic 
and price lists 


golf courses want rug- 
ged, low cost shelters 
for use at bus stops or 
as golf fairway shelters. 


PRODUCTS INC. 


10 Cairn Street 
Rochester, N. Y. 


Maintenance-Free Shelters at Far Less Cost 
Want more facts? Circle 130, p. 155 





EXTRA SALES FOR YOU 


Get EASIER STARTING, TOP PERFORMANCE 





with _ 
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WITH AC MARINE SPARK PLUG 
TWIN-PAC and DISPLAY RACK 


. a self-serve salesmaker built 
to order for outboard owners. Over six million of them 
will be in the market for spark plugs this year, AC’s 


It's a hardware natural. . 


exclusive new Marine Promotion Package will help you 
get your share of this tremendous merket. 


AC’s brand-new waterproof Twin-Pac is a new concept in 
Marine Spark Plug packaging. Each Twin-Pac contains 
two AC Marine Spark Plugs encased in individual, tough 
plastic shells. It’s the practical way to buy—because most 
outboard engines require at least two spark plugs! It’s the 
profitable way for you to sell—because the easy storing 
Twin-Pac invites the purchase of a spare set! 


With AC’s new Twin-Pac Display Rack, customers sell 
themselves! The rack holds up to 40 fast-selling Twin-Pacs. 
There’s a handy specification sheet under the Twin-Pac 


Display Rack “header” to tell customers the correct spark 
plug for their outboard engine. 


Once they buy, you can count on them coming back 
because ACs give high customer satisfaction. AC Marine 
Spark Plugs give your customers faster, surer starts and 
smooth running performance. ACs are rust-proofed for 
longer lasting protection and the clean-burning Hot-Tip 
protects against fouling. In addition, every AC Marine 
Spark Plug has a Spin-On Gasket for fast, easy installation. 


Get an early start on the season’s boating profits. Order 
AC’s new SPM-85 Marine Spark Plug Promotion Package 
today. It includes 24 Twin-Pacs of AC Marine Spark Plugs, 
the new Twin-Pac Display Rack and colorful promotion 
banner. AC spark plug types included cover 86 per cent 
of all outboards. Order now from your AC supplier. 


AC SPARK PLUG 4 THE ELECTRONICS DIVISION OF GENERAL MOTORS 


YOU GET MORE POINT-OF-SALE SUPPORT FROM CO 
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PACKED 
6 ROLLS 
TO MASTER CONTAINER 
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TOUGH, DURABLE GALVANIZED WIRE 





PERMANENTLY COLORFUL 
Choice of White, Green or Yellow 





CLEAN, WELDED JOINTS, Rerolls easily for winter storage 





4 


25 FOOT ROLLS... 14” HIGH 





BE PREPARED TO MEET THE SPRING DEMAND 
Ask Your Jobber or Write Dept. RP Today for Details 


NORTHWESTERN 
~ STEEL AND WIRE COMPANY 


4 is] - Since 1879 
STEaiiNg WS STERLING, ILLINOIS 
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NOW! a really : | 


new...versatil/e... 
lawn and garden 


e fertilizes 

e sprays 

e kills weeds 
e sweeps 

e washes 


APPLIES liquid and soluble fertilizers! SPRAYS insecti- 
cides, fungicides. KILLS WEEDS safely, surely. SWEEPS 
lawns, driveways and patios! Nothing to carry, nothing to 
pump. Does the combined work of fertilizer applicator, 
sprayer, hose attachments, garden rakes, sprinklers, soakers. 
Unbreakable gallon plastic jug pre-mixes and delivers up 
to 60 gallons of any liquid or soluble garden-lawn solution. 
Lightweight, sturdy construction; will not corrode or clog. 
Spray-gap prevents backing up in water supply line. No 
spray “blow-back,” no dripping on your clothes. Instant 
finger-tip on-off control provides wide pressure range. 


Dealer Inquiries Invited +-« Sawyer’s, Inc., Portland 7, Oregon 
Want more facts? Circle 132, p. 155 
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Model 40 
$3.75 ROTARY 


GRASS SHEAR by 


ROWEL-EZY 


FOR 
PROFITS 


Model 300 E America’s favorite 


$6.95 all purpose lawn and 


” garden edgers... 


> 


* Finest Quality 
Materials and 
Workmanship 

¢ A Real Labor 
Saving Garden Tool 


¢ Colorful 48-inch Handles 


A FAST SELLER! 
Mod 
¢ ery . NOW! A 40% 
é | DEALER DISCOUNT ITEM 


CASH IN ON ROWE’'L-EZY POPULARITY 


ORDER NOW FROM YOUR JOBBER 
Rowe Tool Co.,312 S. Palm Ave., Alhambra, Cal. 


Want more facts? Circle 133, p. 155 
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YOU WOULDN'T BUY CHEAP SHEARS THAT 
DON'T CUT NO MATTER HOW LOW THE PRICE! 


CE 2 4 
ye Fe 


Why buy 
Cheap 
Power Mowers 


ph 
Cut anyinin = 
but your Oa throat! = 


CBusiness) 

















ORDER TODAY 


AS FEW OR AS MANY AS YOU WANT. 
Second rate cheap mowers cut down your sales and profit, and ALL ACCOUNTS WELCOMED. 


lose customers. Make the switch to top quality . . . LOBER- 


DAVIS QUALITY ... and watch those sa'es roll in! If your mowers don't have these features you can't 
cut in on _ the big sates end big eens profit. 


Phone or write right now for details of our ay iy ” <* . | oO {HQ 6 
New Merchandising Plan that Guarantees your profits! em 


Remember .. . every LOBER-DAVIS 
power mower you sell means another 
satisfied customer who'll keep | 0 omg cet oom, 

coming back to your store! ——————EE 

What's more, only LOBER 

gives you GUARANTEED 

SALES. No other manu- 

facturer can make this 

statement! 


| Lifetime Guaranteed... r - Easily pe. cyttin 1960 Silent an oo omnetas 
unbreakable stress engineered . irritating 





6 . 

Ges throttle with — ¢ Firestone Tives on all four & New Briggs & Stratton or Clin- | hero-Dynamic suction-tift blade 

shyt off convemently bali Dearing wheels Stee! com ton powerful premium engines. provides even cut Makes an 

on te” chrome plated pone essior easy 0d of cutting dense weeds 
thee! hande | @ stems. 








: | nes traction 





MODEL R-60— 
MODEL DFP— \ 
\ Gorgeous George Mr. ome * 


Super Deluxe ns Ly 
18 inc 

22 inch, 2!/. HP ° 

@) %5 inch, 3 HP 22 inch, 3 HP 


NEW! 
Super De Luxe 
Power Mower 
* Big 25-inch 


(Swath Cut P NEW FEATURE \& 


3 HP 


* Big 22-inch y Automatic 
(Swath Cut) : 
3 HP Switch Starter 


A Wise Man sells LOBER-DAVIS: 
Top Quolity That Builds Business & Profits! 
,e ee ee Mall Coupon Now ‘sae ee 


i'm. LOBER & ASSOCIATES H-2-9-61 * 

! 7 Central Park West, N. Y. C. 23 ' 

! Gentlemen: YES! 1 want guaranteed sales! Please rush * 

ime full information immediately. ' 

- Pe. ~scecceeogreuseeseese a ee ee eee ee aa : - 

UE Bis vclcecccsus iebdtiok esol saber stababaceedi ANB ASSOCIATES 


: 2 ar The World's Largest Producers of Power Mowers Shipping Point: Richmond, Ind. 
1 eiepnone .... soeeeneees tescuneneees 9 eeeeo eee Moen Shipments made within 5 doys 


, City......... ale rs sweden 7 CENTRAL PARK WEST, N.Y.C. 23, N.Y. JUdson 6-2117 of receipt of your order, 
* 


 _peR eae ase aa aeaeanaaaeanaeaseeaeaaeaasan 
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Happy Homes Indoor-Qutdoor Values 
TWO OxXCO 


J 
HARDWARE WEEK SPECIALS 


No. 990 — 


isor (GaN | REGULAR SUGGESTED -= =) 


MOP PA RETAIL $2.98 
Seabed SPECIAL FOR 

HARDWARE 

WEEK ONLY 


REGULAR SUGGESTED 
RETAIL $2.49 


SPECIAL FOR 
HARDWARE WEEK 


“Y $1.98 


Offer your customers a 20% re- 

duction on this popular house- 

hold mop. DuPont cellulose 

sponge yarn outlasts ordinary 

mops three to five times. Soaks Increase your volume on the popular Ranch House 
up water fast, leaves floors with this attractive sale price. A sturdy outdoor 
nearly dry. Stays fresh and broom designed for patios, garages, sidewalks, etc. 
odorless. Head sealed in poly Tough blended fibre filling gives years of service. 
bag with sell copy. 48” lac- Attractive protective sleeve and colored handle 
quered handle in kitchen colors. and block increase sales. 


PACKED 1 doz. heads and PACKED 6 brushes 
handles in shipping car- and 6 handles 
ton. Shipping weight per in shipping con- 
doz. complete 18 Ibs. tainer. Shipping 
weight per doz. 
complete 32 Ibs. 


Twice the sales, twice the profits, as Oxco offers not one, but 

two big values for Hardware Week. Two favorites, right THE 
off the top of the Oxco line, at savings up to 20% for your LINE 
customers. Now’s the time to order . . . and remember 

to use your IRHA display material! % ° THAT 


See your Oxco jobber and ask for the special Hardware OX FIBRE BRUSH COMPANY, INC. MOVES 


Week prices. Regular prices apply after April 30, 1961. paeoenicx Jleblshed /S§F maRrviano 


Want more facts? Circle 135, p. 155 
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Galvanized BEFORE Welding 


WICKWIRE BROTHERS, INC: 
CORTLAND, H. ¥ 
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priced 


AS MUCH AS 


(37% 


lower 





THAN LAST YEAR'S 


MODELS 


ww iri 


1961 Top Quality 
Portable Radios 


Arvin’s promise to you comes true—specialized 
production methods now bring you 
American-made /igh quality radios at 


incomparably low prices! Check the quality and 
savings of each value on this page. Customers ? 
These prices are like magnets. And you make full 
markup. It’s just not profitable to pick up last 


year’s closeouts . . . when you can get brilliant 
new 1961 portables at the same or lower price! 


Arvin’s Famous 
3-Band Portable 
NOW LOADED WITH 
LUXURY FEATURES 
AT NOT ONE CENT 
EXTRA IN PRICE! 


“International Il," model 61R89, still 
only $100.* 7 transistors. 19 luxury 
features. More engineering/styling 
advances than any other 3-band. 


= =e last year $39.95 @ 


this year's model 61R23 *94 95° 
sales-making retail savings 374% 


Incomparable in the “under $25” price 
class! 6 transistors plus diode. Sensitive. .... 
2%," speaker. Noise-free tuning. New bat- "4 


tery “pop-in.” 3 colors. Complete as 


comparable last year $41.95 
this year’s model 61R35 


SOQ9959 


The greatest clock-radio value you'll comparable last 


<4 oat ae year $24.95. 
ind. 5 tubes with big, 4” truetone year'smodel51R17 


$4995" 


; Sales-making retail 
volume. Rugged plastic case in Off- savings 20% 


speaker. Automatic volume control. 
Large clock dial, sweep second hand. 
Separate on-off switch doesn't disturb 


White. 


DON'T MAKE A MOVE 
TILL YOU SEE THESE Show 
ARVIN RADIO VALUES! 5P2ce* 


WORLD'S LARGEST SPECIALISTS IN THE MANUFACTURE OF QUALITY RADIOS 


| a. sales-making retail 
This be a savings 284% 


612—New York 1150 Broadway 


Permanent { §01-2—Chicago Furniture Mart a 
Arvin Sales Dept.—Columbus, Indiana 


Features of the “over $40” price 
class! 7 transistors plus diode. 
“Superhet” circuit. 3-stage au- 
dio. AVC. Battery “‘pop-in.” 2 
colors. Complete as shown. 


a |? 
SE 


*Slightly higher far west 














wir 


® Consumer Products Divison 
ARVIN INDUSTRIES, INC., COLUMBUS, INDIANA 
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BORDEN’S NEW HOW-TO’ PROMOTION ON GLUING 
gives you a 12-for-11 profit plan bonus! 


BORDEN’S NEW TRAFFIC-BUILDING PROMOTION 
... iS aimed at the heart of the big do-it-yourself market. The 
ammunition? A brand-new Elmer’s “how-to” booklet— 
Elmer's Wood-Gluing Handbook. Tailored to the needs of 
the do-it-yourselfer, this handy 12-pager tells how to use glue 
in all kinds of woodworking projects—includes drawings, 
as well. It will be actually bound into the March issue of 
Popular Science—and will be offered free in national adver- 
tising to the readers of Life, Saturday Evening Post, Better 
Homes and Gardens, and other leading magazines. 


YOUR CHANCE FOR A 12-for-11 PROFIT BONUS! 
During this promotion when traffic is pouring into your store, 
Borden provides you with a big extra-profit opportunity. From 
February | to February 28, you can order 12 each of any 
Elmer’s products and just pay for 11. Take advantage of this 
big 12-for-11 offer on a// Elmer’s Glues (through | qt. or | Ib. 


sizes), and Floor Grip, too. Stock up now! Ring up extra 
profits with Borden’s new ‘“‘How-To” Promotion! 


For your advance copy of Elmer’s Wood-Gluing Handbook, and more information on Elmer's complete line, write: 
Elmer, The Borden Company, Dept. HA-21, 350 Madison Avenue, New York 17, N.Y. (available in Canada too). 
Want more facts? Circle 138, p. 155 
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SanRs 
FASTER! ~ 


‘ieee 


BETTER! 


01 0} Bae 
LESS! 


THAT'S WHY... MORE CUSTOMERS 
ARE SWITCHING TO ROSS! — 





Write today 
\ tal 
You never bought products like | , or Catalogues 


and Price Lists 
these—because you never had the 
choice and values like these! 





Complete range of sizes and models 
in both Bicycles and Lawn Mowers. 





Ask about ARMSTRONG English 
Bicycles and PHILLIPS Roller Skates. 








PRECISION MADE TO HIGHEST STANDARDS 
Manufactured by: CHAIN BIKE CORPORATION 350 Beach 79th Street, Rockaway Beach, L. I. 


Want more facts? Circle 139, p. 155A Want more facts? Circle 140, p. 155> 
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THE WOOD SHOVEL | & TOOL COMPANY -» PIQUA, OHIO 


ey r | 
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WOODS 114PR 
GARDEN 

100LS 
ASSORTMENT 


@ selected tools that sell 
® at prices that sell 


® in quantities that move 
out clean. 


Display stand NOT included 


You buy only tools that return a 
profit to you. No price-loading 
for the display stand. Stand is 
extra, if wanted. 











DISPLAY 


STAND uM 


Optional 
Extra: $30.00 


Approx. 42” x 43” 
x 27” chrome 

plated, welded steel 

rod construction. => - ———.. |= 
3” plastic wheel 
casters. 


at Lge" 





 — Swen 
pe O0Ds Th Se 


_ 
> 
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DROP SHIPPED direct to you. FREIGHT PREPAID. 


BILLED through your regular hardware wholesaler. 
114PR Assortment — 114 popular garden tools. 


COST, LAID IN. SELL MAKE 
ZONE 1 

$199.42 |*339.02 | 139.60 
ZONE 2 

$206.47 '$353.12 1146.65 


to show over 41% on sales of all clean staple stock! 


YOU ARE THE COMPETITION WITH WOOD'S TH4PR ASSORTMENT! 
NOTHING OVER S2E. 50> AND AS LOW AS °4,.229 RETAIL! 


Brume Rake 
12 pieces 
$1.74 retail 


B22 

Brume Rake 
12 pieces 
$2.28 retail 


Al4 

Bow Rake 
12 pieces 
$3.26 retail 


ALS14 
Level Head Rake 


6 pieces 
$2.78 retail 


# 


S2PW 
Weeding Hoe 
6 pieces 
$1.74 retail 





TBBC6'4 
Garden Hoe 
6 pieces 
$2.03 retail 


AF61, 
Garden Hoe 
6 pieces 
$2.70 retail 


4 


f 


AW4 
Cultivator 
6 pieces 
$2.88 retail 


GE5 

Rotary Edger 
6 pieces 
$4.46 retail 


DW36 
Dandelion Weeder 


6 pieces 
$1.29 retail 





GSGT 

Grass Trimmer 
6 pieces 

$2.09 retail 


CHROME PLATED 





f 


yy 
Za 


A40S 
Spading Fork 
6 pieces 
$4.10 retail 


SMALL HAND TOOLS \ ia q 
\ 


TO FEATURE AT 


Wood’s CRA assortment, with wire 
display rack. Drop shipped. Freight 
prepaid. Billed through your wholesaler. 


COST, LAID IN. 


21.88 


SELL MAKE 


35.28 | $13.40 


DF6 

Fioral Spade 
6 pieces 
$4.04 retail 





i 








re 


DF 

Floral Shovel 
6 pieces 

$3. 66 retail 


05C2 

Round Pt. Shovel 
12 pieces 

$4.55 retail 





CRA Assortment with wire display rack. 


36 tools. Chrome plated carbon steel. 
Fire Temp finished handles. 


Quantity 
CT2 
CTT3 
CSF4 
CCH5 
CWH6 
CR7 
CC8 
CDW9 
GCDS 





— >» WW W WwW OO) 


Description 

Regular trowels 

Transplanting trowels 

Spading forks 

Cultivator hoes 

Weeding hoes 

Hand rakes 

Cultivators 

Weeders 

Counter display stand. (FREE) 





WOOD'S WBPTS WHEELBARROW DEAL 


® Top value promotional wheelbarrows 


® Make standard and deluxe 
models by changing wheels 


® Sell extra wheels at 100% profit 


-[2|-[- | 20 GAUGE rolled 
FREE! 


edge, round nose 


3 deluxe 10” x 2.75 ball bearing \ tray. 10” x 3.79 
wheels with semi-pneumatic tires % rubber tire wheel. 


DROP SHIPPED! FREIGHT PAID! COST, LAID IN. SELL 
BILLED THROUGH YOUR WHOLESALER! | 2" | $1.681%139.74 


WBP15 Assortment: 12 No. 310RKD 


Garden barrows, plus 3 deluxe — $86.03 $7 44.09 


extra wheels at N/C. 

















to show over 40% ori sales of good staple stock. 


FREE! 
waite _ TOOLS BY Woop 


a Garden Center Cloth Banner 
“Ge =~KD Carton Pack | with any TRU BLU drop ship 
” Holds All Parts assortment. Ask for it! 4534” x 11” 
Except Tray. Weatherproof muslin. Brass grommets. 


er 
DIRECT FACTORY ORDER Note: Zone 2 prices apply to El Paso and the 11 Western States. 


To: THE WOOD SHOVEL & TOOL CO., PIQUA, OHIO 
Please ship direct, freight prepaid: 


PRICE 
QUANTITY DESCRIPTION ZONE 1 ZONE 2 





114PR garden tools assortment of 114 popular sellers. $199.42 $206.47 





CRA assortment of 36 chrome plated hand tools, plus display. $ 21.88 $ 21.88 











WBP15 Wheelbarrow deal of 12 only 310RKD garden barrows, $ 81.68 $ 86.03 
plus 3 deluxe extra wheels. 





Ship to: Bill us through (Wholesaler) 
Store name 








(Address) 
Street & No. 








City, zone, state 


‘ i ae a on ee ee ey ee 




















NEW FOR 1961 





ko’ 


ROTARY MOWERS 














stu yrcstvoos ot o THE. DANGER Z 


~ 


New Fingertip Starter Release 
Puts Them In The Safety Zone... 


There’s an all new safety selling feature to the 1961 
Homko rotary mowers. It’s an all new kind of starter 
release, in an all new place. . . mounted at fingertip WESTERN TOOL & STAMPING COMPANY 
height, in back of the handle, where it can only be SF NS Se wren nee ae — 
reached from behind. Meaning, of course, Rat the about unusual “HOMKO HOEDOWN"™ promotion. 
the mower starts... out of the danger zone! 
There are other big selling features to consider, too. 
The famous Flexor Blade is lifetime guaranteed to 
eliminate bent crankshafts. Versatile Planitor Drive 
gives full cutting power at any one of 6 different Address 
driving speeds. Rugged all steel construction means 
utility for years. And so on. A wide choice of models are 
available. It will pay you to investigate all of them. City State 


Want more facts? Circle 141, p. 1554 Want more facts? Circle 142, p. 155> 
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SOLDERING, PAINT-REMOVAL, HOBBY CRAFTS 


FREE 
BONUS 
“HOW TO” 
BOOKLET 


KING-SIZE 
METAL 
TOOL KIT 


SIZE: 


1074” x 9” x 3” 


FREE 
BONUS 
“HOW TO” 
BOOKLET 


KING-SIZE 
METAL 
TOOL KIT 


SIZE: 
1074,” x 9” Y 3” 


FREE 
BONUS 
“HOW TO” 
BOOKLET 


KING-SIZE 
METAL 
TOOL KIT 


SIZE: 
1074” x 6” Y 3” 


Model No. 


mas KING-SIZE HOME 


Plumbing 
Soldering TORCH KIT 


REG. TORCH KIT VALUE $15.95 
NOW ONLY $13.95 complete 


go ot. KING-SIZE 
Paint * Putty 


Removal 
TORCH KIT 


REG. TORCH KIT VALUE $13.49 
NOW ONLY $11.49 complete 


KING-SIZE 
Craft Kit 


REG. TORCH KIT VALUE $13.95 
NOW ONLY $11.95 complete 


KING-SIZE DEAL! 





.. 3 NEW KING-SIZE TORCH KITS 


BERNZ () MATIC 


% 


A COMPLETE 10 PIECE KIT CONTAINING ALL TOOLS 
REQUIRED FOR SWEATING OR SOLDERING. 


e Simplified booklet illustrating in easy steps 
exactly “‘How To”’ install and repair copper 
tubing. 

e Offers your customers substantial dollar 
savings by encouraging them to ‘‘Do It 
Yourself and Save.”’ 


e Increases sales of your related plumbing 
items by prominently displaying this versa- 
tile torch kit in your plumbing department. 


e Torch kit has hundreds of other uses 
around the home, shop and farm. 


BERNZ PRESENTS A COMPLETE SIX-PIECE TORCH KIT 
FOR EASY PAINT AND PUTTY PREPARATION AND REMOVAL. 


e Simplified booklet explains Fast and Easy 
methods of performing paint tasks. 


e Use this new KING SIZE torch kit for paint 
removal on porches, floors, doors, walls, 
windows, steps, boats and furniture. 


e Display prominently in your paint depart- 
ment for impulse torch kit and plus sales in 
allied paint items. 


e Hundreds of other uses around the Home, 
Shop and Farm. 


Contains a Broad Assortment of Solders and Fiux... 


for soldering aluminun., brass, stainless 
steel, silver solder, copper, tin and sheet 
metal. 


e Performs practically every soldering craft 
project and job around the house. 


e A complete ‘How To”’ booklet that will give 
the consumer hundreds of new ideas for 
Craft and Hobby use. 


RECEIVE FREE 


SOLDERING 
¢ Stainless Steel Appliances ¢ Jewelry Glass Craft ¢ Toys 
e Electrical Connections ¢ Aluminum Screens © Doors 
e Fishing Rods ¢ Guns © Copper Tubing ¢ Wrought Iron 
e Pots ¢ Pans © Branding Tools © Antiquing Furniture 
e Wire Sculpturing © Installing Asphalt and Rubber Tiles 
e Gutters ¢ General Home and Auto Repairs 


* P.S. AWONDERFUL GIFT IDEA. 


40% 





BRAND NEW...YEAR ‘ROUND SELLER! 





PPM tn nga 





HOSE HANGER 


ie ee 


MADE IN U.S.A. © 


OUTSIDE FOR. wmf —sINSIDE FOR 
SUMMER USE. WINTER STORAGE 


aX 


Se Ree ae Se e ’ 2 
ies BE 


ORCESTER PRESSED ALUMINUM CORP., 1] Hope Ave., Worcester, Mass. 
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Plas-Ties do so much in your customers’ 
gardens—they do so much for your profit— 
and all in such a small amount of space 








. an 4 

ry i \'R, 

| GRY Tie up roses ow -, For artistic For closing 

, ~ and other tree &> training of vines plastic, paper 
shrubs. : " and climbers. and cloth bags. 


Tie tall bedding 
plants to stakes. 


Plas-Ties Shopper Stopper 


Please enter our order for the following: 


uantit 
A retail value of $56.58 u ity 


Shopper Stoppers, including free display 
rack @ $32.95 


Dealer cartons of 18 -840-jinch Plas-Ties 
Bubble Packages @ $10.50 per carton 


Please mail your catalog sheet showing refills for 
Shopper Stopper and dealer packages of 7-inch; 
50-ft. and 200-ft. spools which | may purchase 
separately. 


36 packages of 60-7” ties @ 29c 
18 - 200° spools @ $1.49 
28 - 50° spools @ 69c 


Dealer’s cost only $32.95 


Over 40% fast moving profit 
from 1 sq. ft. of display space 
and the $4.98 wire rack is free Name 
Company 
Address 


City Zone State 


Package includes display banner 
Refills available for 
Shopper Stopper rack 





N Fw self-cutting plasties 


WITH Le) Te 
neon FOR TYING PLANTS 
CENTER FOR FREEZER BAGS 
e 


Here’s the handiest package yet 
for the household tie—an 840- inch 
spool of Plas-Ties on a convenient 
card, complete with a handy cutter 
that lets the user cut any length 
tape desired. Sealed in a clear 
plastic “bubble,” the spool stays 
wound, pulls out easily. Here’s a 
sure-selling package that encourages 
customers to use Plas-Ties throughout 
the home, inside and out. Order 
now for early delivery! 


Retail Price 98¢ 
Your Cost $10.50 for : “_ 
carton of 18 ame Se 
= 58%2¢ each al 
Your Profit OVER 40% 








: 101 Just the thing f\ Tie freezer bags, Tie loose garden 
HOUSEHOLD iu for taking / bread wrappers, hose, hang 
) : up slack in ; produce bags, garden and 
. dangling fy <7 etc. home shop tools. 


kya electric cords. 





reERST CLASS 
PERMIT NO. 543 
Sec. 34.9, P.L. &R. 
Santa Ana, California 








Order now and 














BUSINESS REPLY CARD Z 


No Postage Stamp Necessary if Mailed in the United States 

















take advantage 














POSTAGE WILL BE PAID BY ADDRESSEE of Plas-Ties 








Spring 


eS company advertising, the 

















heaviest 
P. O. Box 27 schedule yet! 


Santa Ana, California 



































PRINTED IN U.S.A. 








Se @ 
This time | € 
6 out of 7C Ty 


customers 
will buy a good mower 


e . * 
Sell the big | | 
replacement market 


Pennsylvanta 





the quality line! 


Here are the facts! Over 60% of this year’s power mower sales 
will be replacements. Your customers will be looking for and 
buying a proven-dependable, nationally advertised line. 
Pennsylvania, famous maker of quality mowers since 1877, 
has the big, bold line that will stop customers in their tracks. 
America’s most successful stores prove Pennsylvania's sales 
power! Pennsylvania backs the dealer with national adver- 
tising, sales-getting promotions and a whole battery of 
selling aids. 

What about styling and features? Pennsylvania has both! 
Take a long look at the smooth, smart design of each 
model—the industry’s finest! Compare outstanding fea- 
tures like the exclusive Power Take-Off Kit and Out- 
board Mower and you'll soon see why Pennsylvania 
dealers everywhere chalk up a solid sales record sea- 

son after season. What’s more, Pennsylvania’s Dis- 
tributors from coast to coast are geared to back you 

with plenty of service and merchandise right when 

you need it... at your peak selling time. Make sure 

of your mower money this year—get on the Penn- 

sylvania sales wagon now! Write us at Exeter for 

name of your nearest Pennsylvania Distributor. 


asco Pennsylvania Power Mower 


American Chain & Cable Company, Inc., Stevens Lane, Exeter, Penna. Executive 
Offices: Bridgeport 2, Conn. Export Dept.: 230 Park Avenue, New York 17, N. Y. 
Canadian Sales Agents: John A. Huston Company, Ltd., Toronto 10, Ont., Canada. 
Want more facts? Circle 145, p. 155 
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| GSGARDEN HOSE 
0. . 
‘Nee PETC WOlity Ine 


- 


BOSTON VINYL HOSE 


, ... gleaming transparent 
© ouananiap or double-extruded opaque 


~~ WINVE PLASTIC oe 
A 


y a 4 GARDEN HOSE 


BOSTON 
Sec eins 
BOSTON NYLON-REINFORCED HOSE 


... 80 durable it 
“takes care of itself”’ 


BOSTON RUBBER HOSE 


... growing in demand 
year by year 


The BOSTON brand gives you 
everything you need to do an all-out 
selling job! You get the sales pull 
of a long-established, highly 
regarded name... the best-looking, 
most complete line sparkling 
modern self-sell packaging .. . pow- 
erful new merchandising aids . 
prompt service that builds your 
business and profits when the 
selling’s hot. 


BOSTON TRIPLE-TUBE 
SPRINKLERS 


... every feature 
your customers want 


AMERICAN BILTRITE RUBBER COMPANY 


CHELSEA SO. MASSACHUSETTS 


Also makers of Biltrite Garden Hose and Sprinklers 


Want more facts? Circle 146, p. 155 
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Impulse- purchase impact! 


“Consumer-acceptance’ is built-in Loma's all new bever- 
age containers thru eye catching design. This new line 


saves space in refrigerators and freezers 
able and dishwasher safe. . features “easy grip” pouring 


and leak-proof caps . perfect for mixing and storing 
beverages and foods in home 


... institutional use. 


he new beverage and food container line includes: 
iS DOll- 


from 49c 
. travel... camping 


to $1.49 
LOMA INDUSTRIES | pinch | beverage 
3000 WEST PAFFORD 


storage 
bottl e con tai ner 
FORT WORTH, TEXAS design in 


| container 
in 1 qt., 2 at. in 1 qt., 2 at 
1 qt. and | and 1 gal. | | 
Fashion Crafted PRODUCTS FOR HOME AND INDUSTRY 


and 1 gal. 
2 at. sizes sizes sizes 


eal 
errt 
errrti 


(( 
Tie 


more facts? Circle 147, p. 155 
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Sell complete hand 
protection with the 


clincher 
when you 


leather home & garden gloves. . 
sell sae tor years a best seller wherever displayed. Attractively packaged in 
~A pliofilm with colorful informative hanger tag. Available in ladies’ and 
Briggs or g men’s sizes. 
Clinton Recoil starter 


3 HP engine 





Oilite bearing wheels, 
rear 8”, frt. 7” 








14 Ga. steel base a “lae’s National's new popularly priced glove 
22” Air lift blade tailored just for the ladies . ..a real beauty... 
pastel green and double gold stitching for added 

Mulcher strength and beauty. The scalloped cuff provides added 
protection—keeps dirt from getting inside the glove. 
retail Packaged in pliofilm bags with colorful hanger tag. 








. 4 
4 Cutting " 


f= _— p in 
—_ : | GLOVE, INC. 
to 3 in. ‘eo}) (olen fe) mame) sie, 


A Division of Pretty Products Inc, Coshocton, Ohio 


For colorful catalog and price list write: 


Want more facts? Circle 149, p. 155 








THAR'S:GOLO:IN. 


poifeas areas 


THEM THAR 








PUSH and SELF-PROPELLED MOWERS 


Outstanding in design, light in weight, trouble-free 
in performance...and engineered for maximum 
safety. This is your Southland mower. Power mowers 
are fully guarded on all sides. They are designed for “PERFECT HOST” 
close-in cutting... eliminate risky lifting and back- 
ing, dangerous digging in on turns. Safety sells. And 
you sell more when the push and self-propelled GAS-FIRED 2 

’ mowers you sell are Dixie Deluxe, the cast aluminum Portable Outdoor Grill 


line, and Garden Pride, the steel deck line. Send to- | d 
day for complete specifications and price lists. EASY-TO-SELL TOP FEATURES: 








¢ Gas heats the coals for instant cooking! 


SOUTHLAND MOWER CO., SELMA, ALA. + Authentic charcoal-flavored outdoor meals! 


¢ Adjustable heat for all types of food! 





MAIL THIS COUPON TODAY . | 

; apts Clean ... fast . . . no mess or bother! Reusable ceramic 
Please send full details of the. Dixie Deluxe and | coals leave no ash or soot. Flexible hose connects in 
Garden Pride self-propelled power and push mowers. | seconds to natural, manufactured or LP gas line. Easy to 


use... easy to sell! 
Name 





Manufactured by © CHARMGLOW PRODUCTS © Russell, Illinois 
DISTRIBUTORS—DEALERS: Write for full information! 


GASLITE, ILLINOIS, Inc. 
7221 WEST 59th STREET * ARGO, ILLINOIS 


Want more facts? Circle 148, p. 155 | Want more facts? Circle 150, p. 155 
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Street 


City 











“Steady turnover and profits on Gates Belts 
put money in the bank 


James M. LaVier, Jr. 
LaVier Hardware 
6923 Lakeside, Richmond, Va. 





Truflex Belts put money in the bank for us every month. Turnover and 
profits are so sure and steady, I rank the Truflex Belt Line as one of 


“In the 12 years we have carried the line, we have found that Gates 2 5 0 0 | 
f 
my five top profit makers! 


“One reason for this profit picture is that Gates Sales Aids such as 
the displays, banners, V-belt merchandisers, and Gates up-to-date V-Belt 
Replacement Guide help to keep the line moving. 


“Gates Display Rack helps keep stock in order and the easy- 
to-read numbers on each belt make it easy to be sure of giving the 
customer the belt he needs. It’s also nice to know I can get the 
uncommon, little-used sizes quickly out of my local Gates whole- 
saler’s complete stock!” 


‘Go’ Gates for Profits You Can Bank 


»..call your wholesaler Today! 

Your nearby Gates Wholesaler will have a factory-trained 
Gates representative install attractive belt racks: or merchandisers, 
and supply you with a complete set of Gates store-tested sales tools. 
Call your wholesaler today. Let him show you how to put your stock 


in shape for maximum profits—without losing a penny on your 
present stock! 





_ The Gates Rubber Company, Denver, Colorado 
p ) World’s Largest Maker of V-Belts 








Other Gates Hardware Products: | 
© GARDEN HOSE e KLEEN-EZY DOOR 


MATS @ UNDERGROUND SPRINKLERS 
a Pp © A _ @ TURNED-STEEL PULLEYS © WASHING. 
MACHINE HOSE | 
TPA554 


Want more facts? Circle 151, p. 155 
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TIME TO 
REORDER?: 
THOSE FAST 
+> SELLING - 
+; DISSTON * | 

= = GARDE Ng 

TOOLS \j 


® @@e@e8@ee0 @ 


e ° 6 ®eeee¢e 
ad se ®eeeeee® 


®*e@eeeeeee¢e¢*® 


There it goes ...the last of those good looking Disston Garden Tools. They sure did sell, 
and it’s no wonder. Shoppers are just naturally attracted by color, smart styling and 
obvious quality. Next Spring, new customers will be attracted by that same strong 
visual appeal. Repeat customers will be back to buy other Disston Garden Tools. They’re 
already sold on the fact that Disston Blades cut better, stay sharp longer. Yes, it’s time 
to reorder Disston Garden Tools. 





DISSTON “GARDEN TOOL SALES CENTER” PACKAGE 


This colorful, permanent Disston display and tool package 
puts a complete garden tool center in your store . . . sparks 
volume, self-service sales! The NRHA-selected inventory in- 
cludes: Hedge Shears, Grass Shears, Pruning Shears, Lopping 
Shears and Pruning Saws... every popular type of gardening 
hand tool. Nominal retail value, $70.17. Dealer net, $49.69. 
YOUR PROFIT, $23.48. 

Place your spring order now for Disston replacement tools, 
or the complete ““Garden Tool Sales Center.”’ Disston Division, 
H. K. Porter Company, Inc., Philadelphia 35, Pennsylvania. 


new OSSSTON GARDEN TOOLS / 


DISSTON DIVISION PORTER H. K. PORTER COMPANY, INC. 


PORTER SERVES INDUSTRY with steel, rubber and friction products, asbestos textiles, high voltage electrical equipment, electrical wire and cable, wiring 
systems, motors, fans, blowers, specialty alloys, paints, refractories, tools, forgings and pipe fittings, roll formings and stampings, wire rope and strand. 


Want more facts? Circle 152, p. 155 
76 © HARDWARE AGE, February 9, 1961 





BLUEGRASS iS. 


there is NO second, 
and NO third... 


... several other excellent 


turfgrasses are 
TIED FOR 
FOURTH PLACE!* 


* this ‘‘modest"’ (sic) advertisement, 
despite its obvious exaggeration, 
somehow still best expresses the time- 
tested opinions of home-owners, turf- 
grass experts and seedsmen everywhere. 


MERION has an Outstanding PROMOTION 
PROGRAM—now in its8th Big Year! 


The pent-up pressure of many years of effec- 
tive activity make MERION Kentucky 
Bluegrass sales for you. Newspaper ads in 
leading markets, national coverage through 
selected gardening magazines, a strong and 
continuous public relations program, infor- 
mative brochures, in-store promotion mate- 
rials... all these efforts build a constantly 
increasing consumer demand. 


MERION has the Foremost STANDARDS OF 
QUALITY in the Turfgrass Field. 


The pioneer association in the trade main- 
tains the integrity and development of 
MERION, the first and foremost of im- 
proved varieties of Kentucky Bluegrass. It 
grows stronger, more vital each year. 


MERION has the ENTHUSIASTIC ENDORSE- 
MENT of Leading Turf Authorities! 


Scientists, growers, experimental stations, 
park superintendents, greenskeepers .. . the 
men who know best have placed their stamp of 
approval on MERION. Now in its twenty- 
fifth year of observation and evaluation, 
MERION has proved to be the continuing 
choice of the experts. Every year adds scores 
of new advocates in the ranks of this knowl- 
edgeable group. 


MERION has Continuing RESEARCH AND 
DEVELOPMENT always in Progress. 


Experimentation, testing, expansion of grow- 
ing areas, new methods and controls... all 
continue to back up the leadership of 
MERION, the bluegrass with the approval 
of the Turf Research Foundation. 


Write today for Complete PROMOTION KIT including Sales Aids... it's FREE! 


MERION BLUEGRASS ASSOCIATION 


101 Park Avenue, Room 607, 
Want more facts? C 


New York 17, New York 
ircle 153, p. 155 
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Oniy Keystone Steel & Wire Company does it! Each roll of fence made 
by Keystone is branded with red paint. This special trademark bellows 
RED BRAND! Your customers recognize this fence with the top red 
wire immediately. They know it’s Red Brand—the fence that’s Galvan- 
nealed® to outlast ordinary galvanized fence. ' The 


Proved in Performance... : only 


Red Brand is a big seller because it’s proved in performance. It has been f ence 
a favorite among farmers for generations. Users of Red Brand agree it lan e 

costs less to own the best fence because it lasts years longer. Red Brand eh: Lik ie § 
is made of the finest copper-bearing, rust-resistant steel wire. = St: . ae y that 


Strong Selling Support... . partie ais sells on 


Naturally, you benefit from the wide popularity and quick identification 
of all Red Brand products, including Galvannealed Red Brand barbed 
wire and Red Top® steel fence posts. Keystone continues to give you 
strong selling support with advertising over farm radio and television 
and in national and local farm publications. All this means faster turn- 
over and higher profits for you. 

Why sell less when you can sell more of the best? It will pay to 
stock up on Red Brand today. 


KEYSTONE STEEL & WIRE COMPANY 


Peoria, Illinois 
makers of Red Brand Fence - Red Brand Barbed Wire « Red Top® Steel Posts « Keyline® 
Poultry Netting » Non-Climbable Fence +« Gates +« Nails + Baler Wire 


Want more facts? Circle 154, p. 155 
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The original EVER- 
FOLDING aoe OOM 


° ‘ 


-e | PrrTi AB GARD 
FENCE | Four Footer Junior ) 
now with DuPont | Already o best 
Vinyl Coating! | FOLDING FENCE seller! An ideal 
cane — All popular models are tree and plant 
coated with DuPont Vinyl for protector! 
*6l. 
































| A PLANT & 
= DRINK CADDIES A. FENCE STAKES 
& ASH TRAYS ... PLANT SUPPORTS 


New for '61. Colorful and PLANTER STANDS White or green vinyl 
popular lawn and beach 
= 
( 





items! & COASTERS finish guarantees 


long life! 











A complete line available in all popular 
sizes. 














oy | write For ° 
ASK your OHIO WIRE CATALOG SHEETS 


: SHOWING OUR 
products company inc. COMPLETE NEW 


1025 E. 5th Ave., Columbus 38, Ohio —_ 


GAY-MAID 
products 
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EVERYBODY MAKES THEM To Lawn Equipment Distributors and Dealers 


ae In connection with 
our Panzer Compactor: 





we believe that: 

QUALITY is more important than price. 
PERFORMANCE is more important than horsepower. 
SAFETY is more important than looks. 
MANEUVERABILITY is more important than size. 

LOW MAINTENANCE is more important than gadgetry. 


In connection with our policies we believe that: 

INTEGRITY is more important than anything. 

SERVICE is more important than promises. 

MERCHANDISING is more important than advertising. 
RESEARCH is more important than production. 

(DEFLECTOR) THE FUTURE is more important than the present. 


> These principles have guided this company through 70 years of 

600 dj. = growth. Their application to Panzer Garden Tractors has more 
(ADJUSTABLE ) amg than doubled our number of distributors and dealers in the past 
5 . few months. If you would like to grow with us there are still 
Pci Be valuable exclusive franchises available in some areas. Write 


or phone Austin Kennell. 
SOLD THRU JOBBERS ONLY 


CHAMPION BRASS MFG. CO. Waynesboro, Va. Whitehall 2-8205 
1460 NAUD STREET | A division of Virginia Metalcrafters, Inc. 
LOS ANGELES 12, CALIFORNIA Makers of quality metal products since 1890. 
Want more facts? Circle 157, p. 155 
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Ask your jobber about these fast moving cordage 
items...they are all proven sellers, all pack- 
aged and priced to help you sell more this Spring. 


100% NYLON 
STARTER CORDS 


One of our biggest sellers. 
This market is terrific... 
power mowers and outboards 
need replacement Cords. Be 
sure you have them this 
Spring. 


KITE TWINE 


Don’t miss this business. Nice 
counter display. Cord is 
wound on red, white and blue 
tubes. Looks very sharp and 
really sells. 


BRAIDED 
MASON’S LINE 


This is another year ‘round 
item. Mason’s line, awning 
cord, balance cord, fish string- 
ers, venetian blind cord, dra- 
pery cord, dryer cord, etc. Try 
it for Spring Sales. 


100% NYLON 
BRAIDED ROPE 
RACK 


Big sell in small space. This is 
the easy way to get into the 
Nylon Rope Business. Display 
rack is free with initial order 
for 4 or more spools. 





CHALK LINE 


This is a year ‘round seller... 
there’s always chalk line busi- 
ness. Spring helps, ‘cause 
folks need lay-out line, tie- 
back line, etc. Be sure you 
have this on your order. 


HANDY CLOTHS 


These are perfect for all the 
Spring clean up chores. Spread 
out and load it up with leaves, 
weeds, cuttings and the win- 
ter debris. Then drag it off to 
the back lot. 


GREEN GARDEN 
JUTE 


We do a big volume in this | 
every year... it’s a natural for 
Spring and Summer Sales. 
Order now, bulk packed or in 
SNAP-SACKS. 


on 


\Coffon 
aye? 
- LX CORDAGE 


107 DUANE STREET: NEW YORK 8, NEW YORK 


THE HARDWARE DEALERS MOST 
COMPLETE. BEST PACKAGED and 
MOST PROFITABLE CORDAGE LINE 


Want more facts? Circle 159, p. 155 
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STANLEY HELPS YOU SELL 
with a CPECIAL CP RING 


Big Garden Tool Promotion Features Good Products... 
Good Profits ... Popular “Leaders” in the Famous Stanley Line 


PA12 PRUNER GS31 GRASS SHEAR 


SPECIAL AT $2.49 SPECIAL AT $f 99 4 


(REGULAR en (REGULAR 
PRICE $2.50) eer PRICE $2.35) 


FAST 
SELLER! 





LOVE /T! 
YOUR COST $1.50 each YOUR COST $1.38 each 


Light weight anvil type Pruner with draw-cut action. Vertical action with high angle handle. Blades contoured 
High carbon steel blade, replaceable brass anvil. Sta-put for positive cutting. Both blades heat-treated and 
catch for one-handed opening and closing. Colorful soft- polished, with forged bevels for lasting cutting edge. 
feel resilient plastisol grips. 5 in a box. Colorful blue and yellow finish on handle. 5 in a box. 


BIG STANLEY CONSUMER ADVERTISING PROGRAM 


will feature these garden tools and other 
The Saturday PYN SPRING SPECIALS 


THIS WEEK—Full Page—2 Colors—MAY 7th ISSUE. ..13,500,000 
copies distributed to an audience of 23,000,000 readers by 43 
major Sunday newspapers! 


THE SATURDAY EVENING POST—2-Page—2-Color Spread—MAY 
6th ISSUE...a total audience of approximately 18,000,000. 


POPULAR SCIENCE MONTHLY—Multi-Page—2-Color Spread—MAY 
ISSUE...reaching a ‘‘venturesome, purchasing audience” of 
6,967,000! 


Millions of readers will be seeing these SPRING GARDEN TOOL 
SPECIALS during the concentrated advertising ‘‘push’’ early in 
May. But NOW IS THE TIME to stock up before Spring ‘‘spruce-up”’ 
customers look and ask for these specials in your store. 


AMERICA BUILDS BETTER AND LIVES BETTER WITH STANLEY 
This famous trademark distinguishes over 20,000 quality products of The Stanley Works, New Britain, Conn.—hand tools ¢ electric 
~ ® builders hardware © industrial hardware © drapery hardwore ® automatic door controls * aluminum windows ®* stampings 
springs * coatings ¢ strip steel © steel strapping—made in 24 plants in the United States, Canada, England and Germany. 
REG. U.S. PAT. OFF. CANADIAN PLANTS: HAMILTON, ONTARIO AND ROXTON POND, P,Q, 


Want more facts? Circle 160, p. 155 
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GARDEN TOOLS 
PROMOTION! 7 


ORDER THIS COMPLETE GARDEN TOOL 
CENTER PACKAGE—AT A LOW, LOW PRICE! 


HSS53 HEDGE SHEAR PLUS... 
SPECIAL AT ‘3. 42 = pare panes 7 
(REGULAR err UL Gi8b “TRIM CENTER 


PRICE $3.69) gf" Easy TO 
HANDLE 








YOUR COST $2.32 each 


8 inch blades forged from high carbon steel, hardened 
and tempered. Bottom blade notched to cut heavy stock. 
Tapered hardwood handles securely pinned to tangs 
through steel ferrule. Red trim. 6 in a box. 


18 TOOLS with FREE Wire Rack 
SPECIAL GTC COMBINATION Wire counter rack holds 18 fast-selling pruners, 


grass shears, hedge and lopping shears. 
CONTAINS 


5 GS31 GRASS SHEARS VY); GW60 GRASS CUTTER 
5 PA12 PRUNERS 

6 HS53 HEDGE SHEARS 

1 G18D UNI-RACK 


YOUR TOTAL $ 
COST...ONLY 67° complete 


RETAIL VALUE... $100.65 





LS40 LOPPING SHEARS 


YOUR COST $39.50 complete 


CALL YOUR WHOLESALER...or mail MAIL COUPON TODAY! 
coupon for complete Garden Tool Pro- 


ror , STANLEY TOOLS, DIV. OF THE STANLEY WORKS 
motion Kit, including: 


3802 ELM STREET, NEW BRITAIN, CONNECTICUT 


Please send the Stanley Garden Tool Promotion Kit including page 
showing Spring Specials. 


| 

| 

| 

“HOW-TO” HINTS BOOKLETS 7 

STANLEY PRUNING GUIDES : 
ENVELOPE STUFFERS | NAME 

| 

| 

| 

| 

| 








NEWSPAPER MATS, etc. 


FIRM_ 





ADDRESS____ 





EVERY SALES AID YOU NEED 


iS READY AND WAITING! _ 
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Going Pl. 


° IN SALE 
IN QUALITY MERCHA 
° IN PROMOTION 


Yes, Seamaid is going places, not 
only in sales and production but in 
design, variety, and product 
dependability —all earning the mark 
of greater acceptance from the 
dealer and boating public alike. The 
Seamaid 1961 line of over 18 
models in Aluminum and Fiberglass 
is the best yet. Join us nd 

see for yourself what can be had | 

from a dependable manufacturer of ‘ 

over 15 years experience in the ~ 

production of fine boats, reasonably 
priced to sell. Send today for 
complete literature and the name 
and address of your nearest jobber 


! * 
SEAMAID MFG. co. S eamatcl 


KENDALLVILLE, INDIANA 


FD 1550 SEAMAID SEA ACE 


Want more facts? Circle 161, p. 155 


SELL Cope; a ||° “Automation” 


AND UNCOVER THE —.. GOLD IN ™ on the flaw 
POWER MOWER PROFITS —— . 


spe SLIPPER S ms I | om 


8” and 20” Cutting Widths Be _ Shae) | 


COOPER “KLIPPER” Mowers are Pee _ ee * 
self-propelled, easy handling and 4 , g on % 














easy to maneuver. Simple and posi- 
tive height cutting adjustment - 1” 


au * 


to 234”. Briggs & Stratton 4-cycle, 


2’ HP engines equipped with recoil bs ; > | REE A 
starters, choke-o-matic A @ a 


carburetion, no-spill air 


a AWN SPRINKLER 


NO OTHER POWER amen a ~- ) . . 

MOWER CAN MATCH ~<a The Kees Krawler travels across the lawn under 
- _ ay its own power, using the hose as a track. User 

sets it—forgets it. | 

. Krawler can be set to travel at either of two 

New Edge "N Trim . speeds with choice of two sprays. Can be 


os All controls at stond-up equipped with automatic shut-off at siight extra 
i height for operating con- “ar cost 
THE venience. Choke-o-matic ° 

19” and 21” Cutting Widths COrDuretion control for Each sprinkler individually boxed and com- 

; ae easy starting, stopping > ae aa , . 

Convenient individual and speed control, Simple pletely assembled except for the two arms. 


wheel adjustment pro- turn of hand changes Packed with wrench and extra set of nozzles. 
Sootrel’ from tVe" tole, Caear, to trimmer Model 100 (25 pounds) for the small to 


BUILT FOR THOSE WHO 
WANT THE BEST 


control from 1” toignd bac 


k 
3”. Choke-o-m a t ¢ ogain. Briggs i TH REE average lawn. 
carburetion provides|g Stratton 4- 


starting, stop-|cycie engine, te POPULAR Model 10! (29 pounds) for the average 
ping ond speed i eaenet bn to larger lawn. 
con x 

& Strotton 4, starter and "hs Model 102 (40 pounds) for the extra 
cycle engines, New  no-spill . large lawn, golf courses, etc. 

recoil starters.,air cleaner. Also Automatic Shut-off 

Write TODAY for literature 


and Price Schedule. . Write P. O. Box 805 for free catalog 
COOPER MANUFACTURING COMPANY 0:3 025 sourn riesr avenus ee F. D. KEES MFG. CO. 
MARSHALLTOWN . eyyrerer | BEATRICE NEBRASKA 


Want more facts? Circle 162, p. 155 Want more facts? Circle 163, p. 155 
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DOO-KLIP 1500 PROMOTIONAL SPECIAL 
(28 FastSelling Tools in Less Than 3 Square Feet of Display Space) 


This eye-catching orange and black, double-faced display of Doo-Klip 


Lawn Shears will mean increased sales. It can be used either as a counter 
or floor display and includes: 


4—DK-10! Short Handle Shears 
4— DK-202 Short Handle Shears 
4 — DK-207 Short Handle Shears 
4 — DK-909 Short Handle Shears 
4— DK-1000 Short Handle Shears 
4 — DK-303 Long Handle Shears 
4—  DK-310 Long Handle Shears 


A representative assortment of sales- 
proven lawn tools, plus a free display. 


SELLS FOR 
YOUR PRICE 


YOUR PROFIT 


DOO-KLIP LAWN BARBER SPECIAL 

(Eye-Catching, Red and Black Display Fully Stocked With 23 
Self-Selling Quality Tools) 

This complete garden tool department occupies only 4 square 

feet of floor space, 50” high. Shipped completely stocked. Simply 


remove master carton cover—hang tools in designated position— 
this complete tool center is ready for sales. 


(Comes stocked with 3-LB-1202; 3- 
LB-1101; 3-LB-1201; 1-LB-1309; 1-LB- 
1303; 1-LB-1310; 3-LB-1909; 2-LB- 
2000; 2-LB-1404; {-LB-1505; 1-LB- 
1507; 1-LB-1509; 1-LB-1606.) LB-1606 
Weeder is FREE with display. 


Each tool of the regular Doo-Klip line 
is also available as open stock in the 
attractive Doo-Klip Lawn Barber line. 


SELLS FOR _......$74,50 
YOUR PRICE 


YOUR PROFIT 


—_ 


_ 


CO EME -ncincerinc AND MANUFACTURING COMPANY - ALLIANCE, OHIO 


Fone tc The Lawn Tool Spudluetay 


Want more facts? Circle 164, p. 155 


HARDWARE AGE, February 9, 196i © 85 





LOOKS 6000 
WORKS BETTER! © 


THE NEW (gt Kgs SB HANDI-GRIP PUMP OILER 


RAR deeseseeedi pus $$$ 
> 
~* 


Here’s the ideal pump oiler 

for every use! Introduced by Eagle 

Guaranteed 5 years! 

Strong, leakproof steel body. 

Powerful positive-acting pump to 

deliver oil in full stream or one drop. 

No pump leathers, no soldered connections | 

to wear out. Handy to reach those , e | 4 a veal ee ern _ 
difficult places. Stout bottom, steady : 


eA size has 6-inch rigid angle spout or 
stance, won’t tip over! Easy to hold, 7%-inch flexible spout. 


easy to use, reasonably priced. ORDER FROM YOUR SUPPLIER 


Eagle products are also 
ae available in Canada 


HOME, 4 
GARAGE, 
WORKSHOP 


4 


_ 


Write for latest ’60 Catalog, 
just off press, showing the Complete Eagle Line. It’s FREE! 


MANUFACTURING CO. wettssure, w.va. 


SERVING THE TRADE SINCE 1894 
Want more facts? Circle 165, p. 155A 
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PRESENTING FOR 1961 


BEGoodrich 


SARDEN HOSE 


FLEXIBLE LIGHTWEIGHT 


4 GOOD NAME TO GROW WITH 








The balanced, simplified line that 
satisfies every customer profitably 
with smaller, streamlined inventories! 
» NEW COLOR NEW SIZES & LENGTHS » NEW BFG NATIONAL ADVERTISING 


plus... 

















NEW PACKAGING 
GARDEN Host NEW LOCAL ADVERTISING MATERIALS 
“oN NEW DISPLAY MATERIALS 
ALL THESE TO HELP YOU SELL! 


NEW AWNING-STRIPE SHIPPING CARTON DISPLAYS—FREE! 


galley 


SMALL PLASTIC GARDEN CLUB it 


SPEEDIER ——> Just in and 


7 nome 
SPRINKLING Get ‘em while 1US? great fo, 9orden, — with 


CS, f they last! é, / War ty 
J " \ 

LIGHTWEIGHT H KING Size x) A my aE y Zo 
NING Size GOLF COURSE E FROM : 


GARDEN HOSE 


Lightweight — or CRYST 
Bey in Casy to handle GARDEN 
RDEN HOSE o2, 8 font on BMY thrag ap. the quality hose ee 
~ P\tweins.”* . se je ghiwengh! ar 
‘ sie ‘5 ° 4 - ‘ » BFG “ * Good ch Q% 
<« Keeps ee ead 9Voronteed 
- 25 FT @ a om Cap er 
For Complete Se AME AND aDvaEss 
Address 


dvertised, Best 
- “QUALITY GA 


d Dealers 
Dealer + Neme or Nome ond Address 


NEW AD MATS FOR 1961—YouRS FREE! 


Laan _ sanpan 1 ao 
“4 


BANNER IDENTIFIES STORE AS HEADQUARTERS FOR GARDEN SUPPLIES R FE Goodrich 
en @ 





Ip 


L. df 
a, 





a good name to grow with 


1 POS oe oa [t> * Your favorite customers—the homemakers 
» | LASS of America—are seeing and will continue 


to see more and more of the famous 
names, B.F.GOODRICH and KOROSEAL! 


47 bee = x 
Newsweek >, Ie ey Homes : Prominent full-color advertisements in the 


i: * 
; ‘ 
} 


ast Oe nation’s leading magazines, plus family- 
) . oriented television Programming are put- 
ting across the story of BFG quality to more 
people than ever before. It’s q quality story 
that pays off for you in customer confidence 


and faster sales! 





Your complete B.F.Goodrich 
Garden Hose Line for 196] 


this page and on the back 


B.F.Goodrich Koroseal .. . best advertised, best known 
name in garden hose! You'll find it all to your advantage to sell customers up to 
top-of-the-line Koroseal. For again this year, Koroseal profit margins put more 
money in your pocket with every length sold. 


FULLY GUARANTEED! 


~ ee ee -_ 








Lengths Shipping Suggested | 
Length per weight retail | 
ft. carton Ibs. each 








25 8325 19 $ 5.95 
50 8350 37 9.95 
75 8375 53 13.95 











imperial | 25 5 3225 15 4.75 
Green | 50 3250 28 7.95 
Opaque | 75 5 3275 4) 11.35 











Crystal ! 25 6125 15 4.75 
Green | 50 5 6150 28 7.95 
Translucent 75 6175 4) 11.35 





Professional | 25 2225 18 8.95 
Gardeners | / 50 2250 34 14.95 
Green | 75 2275 49 21.35 
Opaque | 100 2280 22 27.95 

i i |= - 


B.F.Goodrich Rubber . . « new color, all to your profit! 


MAXECON—This famous line of dependable, rubber hose is back again in both 
black and green, rayon cord reinforced. Now identified with a colorful topper 








card. 

GOLF COURSE—Finest quality all-rubber hose in green with a special B.F.Goodrich 
cover compound that resists sunchecking and cracking. Won’‘t balloon, burst or 
crack even with water off at nozzle. Never gets stiff, brittle, or hard to coil, even 
in cold weather. Rayon cord reinforced. 

SIGNAL—Low cost hose in both black and green. Sturdy rayon cord reinforcement 


delivers full value for a modest price. 


FULLY GUARANTEED! 








Lgths. Shpg. | Suggested 
per weight | retail 
Description Lgth. package | Ibs. each Colors 


| 
- 





| Maxecon, 49 $10.50 Black 
| 3/4”, 2-braid é, 91 17.50 





| Maxecon, 35 7.95 Black 
5/8”, 1-knit 69 13.95 








Maxecon, ' 35 8.45 Green 
5/8”, 1-knit 69 14.95 





Golf Course, 25 7.55 Green 
9/16", 1-braid F 48 12.95 
s 








Signal, | ; 25 4.75 Black 
9/16”, 1-knit 49 | 7.95 














Signal, 15’ 25. oe 5.25 Green 
9/16”, 1-knit 49. 8.95 











IMPERIAL 


R ed 2 : 


A GOOD NAME BE Goodrict TO GROW WITH 


WOO ALI SAUBBER GARDEN HOSE 


| 


Go.r Course 
’ Hose 


¢ | 
*& 
glee 
| i kL 
ALL-RUBBER GARDEN HO 








J 


Wee 


/ A GOOD NAME BE Goodrich TO GROW WITH 
SPB ALL PLASTIC GARDEN CLUB 








Weight 
Lgoths. per — shpg. Retail Price 

WW 1.D. Lgths. carton Stock No. Ibs. Suggested | 
Qaewrcee 7 25° 5 | va5 | 9 | &$1e0 | 
acoopwame ®'°°°!"'<> /19 GROW WITH. | 50 5 7350 16 | 295 | 
1/2” 25' 5 y 7225 | 16 3.25 
PLASTIC MADE STRONGER WITH NYLON 50’ 5 7250 39 4.95 | 
7 75’ 3 7275 26 | 6.95 | 
5/8” 25’ 5 7125 23 4.25 
50’ 5 7150 43 6.75 | 
75’ 3 7175 39 | 9.40 | 
3/4" 25’ 5 7425 28 6.35 | 

50’ 5 7450 56 9.95 
75 3 7475 50 14.35 | 
Reinforced ) 

1/2” 25’ 5 9025 16 4.25 

| 50’ 5 9050 30—Ct—i‘=«‘S 6.95 

Retefacend | 25’ | 5 9125 17 5.85 

5/8” 50’ 5 9150 39 | 9.95 








B.F.G. Koroseal, Rubber and 










B.F.Goodrich Plastic ... More competitive 


than ever! All popular sizes shipped to you in the same attractive 1961 
display carton as your top-of-the-line Koroseal hose. 


GARDEN CLUB OPAQUE... . New sizes and lengths give you the best 
price flexibility ever. Your popular-priced BFG opaque plastic hose line 
now includes 3/8”, 1/2”, 5/8” and 3/4” sizes ... all colorfully packaged 
with a new 1961 topper card. 


GARDEN CLUB REINFORCED .. . now includes a new 5/8” size to meet 
the growing demand for reinforced plastic hose. All packaged with the 
colorful new 1961 topper card. 





























Plastic Garden Hose for 1961! 


The balanced, simplified line that satisfies every customer 
profitably from smaller, streamlined inventories! 

NEW color, NEW sizes & lengths, NEW B.F.G. national 
advertising support plus NEW packaging, NEW local 
advertising materials, NEW display materials, 


NEW EVERYTHING TO HELP YOU SELL! 






4 details, contact _ \ 3 o 

tributor or write: B.F.Goodrich \ B KE (; d h . 
Industrial Products Company, \ siti O O Fic G good name to grow with 
Akron 18, Ohio 









Vaat=)a ler: Mom rhe) aia: 
Size M: 62-7 ate ahaa’ 


* C]| 2s 
SEEDS 
ele} 


Your sales prove Spring after 
Spring that America’s top-selling 
garden glove is the one with the 
> magic green thumb. Look at the 
extra sales power this year! Your 
customers get a gift package of 
popular Zinnia seeds with each pair 
of their favorite gloves . . . smartly 
styled, comfortable, 1009, wash- 
ele) (am Gi uss Me Maltleslemmeatrctuctilcccie mae) | 
outwear any other garden glove of : 
- similar price. Presold by years of 





ele lel Gai & aie), | 


Slip hand into glove 
thru open bag top 


arehaloverel meclehucimaljbel-e 





. PATENTED SOIL-PROOF ‘‘TRY-ON’’ 
package allows women to slip 


gloves on for size without remov- 
ing from package. Both men’s and 
women’s styles retail at 98¢. $3.92 
profit from only 5 inches of counter * 
space in a green and gold display 
“ box. 

Order Green Thumbs from your 
wholesaler now, along with your 
other early garden supplies. 


\@ntt —lelealo) sis 


Juleps complete your garden-utility 





profit picture. See next page... 


Pa 


, 


sateps ...Striking colors, magic fabric, popular price, full profit. 


Linen-light, stylish Juleps give barehand freedom yet expensive than their 69¢ price. Self-selling tags. Only 


outwear cotton gloves 3 to 1 for garden and utility use. one size in 2 feminine colors, assorted. Boxed in dozens. 
Designed to capture the volume market. Look more $3.04 profit on each dozen. 





STOCK THESE 4... 
YOU NEED NO MORE 


These four best selling styles cover the full range of prices 
and types, let you simplify your stock and still satisfy all 
customer needs for coated work gloves. You also benefit 
from years of Saturday Evening Post advertising. 


SSB" VINYL IMPREGNATED SLIP-ON: 
$1.00 range 


No. 120 WERX sells itself, returns full profit at 98¢. Miracle 
fabric outwears 8 oz. cotton 5 to 1. Has excellent sense of 
“feel”, non-slip grip and is 100% machine washable. 


Turtle 


Fe VINYL COATED KNITWRIST: 


98¢ — $1.19 range 


No. 707 TURTLE is super-flexible, knit jersey-lined, fast- 
selling at 98¢. Long protection against abrasion, oils, acids, 
solvents. 

Or stock No. 303 Monkey Grip, which pays full profit 
at $1.19. Has tougher coating for longer wear. Edmont 
viny! will not chip, crack or peel. 


@AL= FULLY-COATED 12” GAUNTLETS: 


$1.59 — $1.89 range 


No. 712 TURTLE, unequalled for comfort and flexibility, 
returns full profit at $1.59. 

Or stock the tougher vinyl coated No. 312 Monkey 
Grip, full profit at $1.79, or neoprene coated No. 912 
Thumbs Up, full profit at $1.89. All are job-fitted for 
liquid-proof handling in oil, acids, chemicals, solvents. 


\. 
Thumbs up 


Efron 


Order from your Edmont wholesaler. 


= NEOPRENE COATED KNITWRIST: 


args i Ee dmont 


No. 908 THUMBS UP can retail for $1.29. Reinforced neo- JOB-FITTED WORK GLOVES 
prene coating gives best all-around protection against cut- 


ting, snagging, abrasion, oils, acids, solvents and heat. EDMONT INC., COSHOCTON, OHIO 
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MERCHANDISING 


You will make Spring profits last 
through Summer and boost volume 


throughout with this Guide’s ideas. 


Contents Page 
Why worry about spring lines now? 94 
How to start things right ..... 96 


How to price for more profit . 98 





What a "shop" can mean to you 

Why not curb lows and outs? . 

How to plan ahead accurately 

How your customers see you. | 

Why not stretch your season?... 
When displays improve, so do sales |. . 


How service helps you sell 


Why you have to have a plan?........ | inc eat | rar 
Pe ay Al 


How to end the season right 
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Why worry about Spring lines 


by James M. Dixon, associate editor 

Perhaps the gloom merchants are wrong again. 

Perhaps 1961, especially the first half, will prove to be better than expected 
for dealers on their toes. There is evidence to back this cautious optimism. 

The evidence is facts gleaned at the National Housewares Show, wherein 
lawn and garden lines showed surprising promise. For example, a manufacturer 
of a new 18 in. electric-spit barbecue had dealers and wholesalers standing in 
line to place orders. Deluxe grills and fancy serving wares also got a strong play. 

Further, a major manufacturer reported having sold more dollars’ worth of 
goods on opening day of the show than in any full week of any show in its history. 

A Texas supplier of roses to eastern outlets found the greatest acceptance in 
“many years.” The other indications that this Spring is full of pleasant surprises 
were many. But they will be earned, not stumbled upon by accident. 

Now, here’s where this Lawn/Garden Merchandising Guide enters the picture. 
It is your primer for planning, merchandising, and profit-making ideas. 

Such ideas may be more important this year than in several years. Why? 
Business generally lost some of its zip in the second half of 1960. In many areas 
Christmas volume was mired in unusually bad weather. 

If this was your case, you have an urgent need to bounce back strong, this 
first half of 1961. 

The way: Set your sights early on more Spring and Summer volume. 

The means: Let this Guide set you on the right track. 

The importance of outdoor lines to your store’s total profit picture cannot be 
overemphasized. Lawn, garden, and farm goods account for a shade under $20,000 
a year (15.3 percent of total sales) in all hardware stores in the $50,000-and-up 
range. “Paint, housewares more important...” you say? Well, you’re right in 
the overall scope of things. 

But paint and housewares are 12-month lines. Outdoor merchandise ranges 
to six or seven months at the most in most areas. If equated with other full year 
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NOW? 


lines, lawn and garden goods would account for more 
than 30 percent of your total volume. 

In brief, you have a relatively short-term chance 
to stir up big volume and profits, and set the pace and 
sweeten the bank account for a better 1961 in all 
departments. 

If you haven’t already started laying the groundwork 
for this opportunity, do it now. Sit down with some 
scratch paper, sharp pencils, and this Guide. Let this 
Guide stir your thoughts to fresher, wider ideas and 
concepts. Think bigger this year, but put your plans 
on paper now. 

How are you going to price merchandise this year? 
Same old 33-!4 percent habit? Forget it! Study the 
ideas you will find following on flexible pricing for 
more profit. 

How about promotions and special displays? Don’t 
wait ’til the last minute. Cue yourself with HA’s Plan- 
Ahead Worksheet and good display ideas. 

How about a separate “shop” this year? Is this idea 
for you? How about services and repairs, and other 
profitable areas you can explore? Read on, and get 
a head start on your competition. 

Finally, how about things you can do this year to 
boost next year’s promise? This ground is amply cov- 
ered, too. While this Guide cannot promise to answer 
every question, it provides you with a sense of direc- 
tion which you sorely need if it is lacking now. 
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‘CHECKPOINT NO. 1--NOW. 


To get plus business .. . 


Open early— Open right 


Timing is vital to a successful lawn and garden section. You need 


to make plans on your opening date, merchandise displays, timing 


of your promotions. Here are ideas to get your section off to an early start. 


The dealer who wants to get started soon on a 
better lawn and garden season than he had last year 
has plenty to think about now. 

The problems are numerous. Each leads to the big 
question: “How can I get more profit from outdoor 
lines ?”’ 

Wanting to get started early is a wise wish. It 
cannot come true without a lot of planning. Here 
are some major areas of consideration, and some ideas 
and facts to help you make the right decisions now: 


What lines deserve most of my time? 


In the $357 million dealers’ market for lawn and 
garden sales, nine key lines account for $209 million 

. nearly two-thirds . .. of total sales. 

The volume range for the nine lines is $11 million 
to $51 million. In order of dollar sales importance, 
they are: 

—Gasoline powered lawn mowers. 

—Fertilizer. 

—Garden hose. 

—Steel goods. 

—Insecticide sprayers. 

—Insect screening. 

—Seeds. 

—Insecticides. 

—-Lawn sprinklers. 


Many other outdoor lines are basic staples of the 
highest order, but their sales magnitude is less. 

The nine lines listed should be on top of your prior- 
ity list for buying, displaying, and promoting. 

These are the lines you can never afford to be out of. 
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What are the right early promotions? 


In selecting items, the staple list will vary. It de- 
pends on local conditions, the advance of the frost line, 
and many other things. But there are some general 
concepts which seldom vary. 


Take garden clubs. 

If there is a better target for early contact by way 
of broadsides, postcards, or personal letter, it has not 
yet come to light. 

How to find ’em? 

Most garden clubs maintain an office and telephone. 
Your telephone information service will help you find 
them. They can be wooed with group-purchase prices, 
free soil testing, or an outdoor clinic. 


Take layaway. 

Here is a tool that will make sales for you from $500 
riding mowers to 10¢ tomato stakes. 

Get the early trade in the habit of coming into your 
store via layaway deposits. It’s easier than you think. 
You can get a 113 piece kit to put you in the layaway 
business. Make out your check for $2.50 to Hardware 
Age Reader Service and send it to Hardware Age, 
Chestnut & 56th Sts., Philadelphia 39, Pa. Ask for 
the HA Lay-A-Way Kit. 


Take mass display. 


Even if all of your stock hasn’t arrived yet you can 
pull backup stocks out of the back rooms. You can du- 
plicate items, if need be for the moment. 

The big idea is to fill your outdoor section to the 
brim. 





It may be a snowy February outside but this hint of Spring builds early sales. 


Such mass display gives customers the comfortable 
feeling that yours is a well stocked store, a good 
place to buy. 

A quick trip, right now, through Sears’ or Ward’s 
will convince you that this is a worthwhile idea. 

Your shelves are a liability if front displays are thin. 


Take rentals 


Early Spring customers are prime rental customers. 
They’re going to be digging post holes, building patios, 
uprooting large areas of turf, and generally taking on 
the more massive projects. 

These projects may require tools that your custo- 
mers seldom would buy. You can rent tools, make a 
profit now and build for the future in two directions: 

Merchandise, often a must with a rental. If a cus- 
tomer rents a post hole digger, he also is a customer for 
posts, fencing, fasteners, gates. The fence he puts in 
may enclose part of his yard. That means he becomes 
a customer for outdoor play equipment for his chil- 
dren. Also, for outdoor living lines. 

New equipment sales often stem from rentals. True, 
a customer renting a concrete mixing machine, may 
be on a once-in-a-long-time project, but there are many 
rental items that lead to sales. A New Jersey hardware 
dealer rents power mowers. In one season, he traced 
the sales of 10 new mowers to rental customers. 


Take new items. 


There are two important concepts involving those 
things which are new in your store. 

First, new items are a big drawing card for store 
traffic. We all have a natural impulse to examine 
“what’s new?” 





Second, you should experiment. 

One or more spot displays that feature a sign, or 
labeling that spotlights newness, will pay off in bonus 
sales. Each new item you buy, and each newly designed 
staple product will get its proper share of attention. 
Increased sales will be a natural reaction. 

The second aspect, experimentation, teaches you to 
change with the times. 

Perhaps you’ve never tried to sell power chain saws, 
for example. That doesn’t mean that you can’t. 

Your market is in a state of constant flux. There 
may be a crying need for power saws in your area 
now, where no such need was foreseen. Remember, 
exactly one-third of all dealers in the $100,000 and 
up annual sales bracket are now finding power saws 
a profitable item. 

This thinking may also apply to items such as 
garden tractors, patio furnishings and other former 
luxuries, and deluxe barbecues. 

Barbecues, for example, are presently a profitable 
line for more than 54 percent of all dealers in the 
$50,000-up sales range. 


Timing is the key. 

Any dealer who is abreast of local price competi- 
tion can move goods at the height of the season. The 
plus business comes from being ahead of the season. 

Key this with strong promotions that generate early 
traffic, ample stocks, and credit or layaway to make 
buying easy and your lawn and garden department 
will be at least a little bit better than it was last year. 

Start early! 

Start right! 

Plan your moves now! 
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Price appeal... 


Do you make the most of it? 


Price appeal plays a big part in almost every sale you make. 


By being flexible and knowing a little about customer buying 


psychology, you can make your prices more appealing and 


increase your profits while doing it. 


98 © HARDWARE AGE, February 9, 1961 


When a customer purchases any item of merchandise 
in your store, a number of factors influence his buy- 
ing decision. 

The quality, color, and service of the item are among 
the major influences. The price tag on the item is one 
of the most important and influential of them all. 

If the quality, color, and serviceability of the item 
meet the customer’s demands, then the price must 
appeal to him as being the right price. 

When setting the right price on your merchandise 
to make it more appealing and profitable, you have to 
be flexible. Don’t stick to fixed price percentages as 
a guide to your retail prices. 

Customers have an idea of retail values on items 
they buy frequently. They do not remember prices on 
goods bought less frequently. 

Few items are price-fixed in customer’s minds. 
Fewer still are shopped for value by comparisons. 

Relatively a small amount of the merchandise you 
sell is nationally advertised at a set price. Also, the 
price your competition charges for an item often de- 
termines at what price you must sell the item. This 
again, applies most to limited lines of high-demand, 
branded goods. 

For the most part, the outdoor merchandise you 
sell can be priced to give you more profit. The method 
for this type of pricing lies in a better understanding 
of customer buying psychology. 

To use this method of pricing, known as psychologi- 





Same Merchandise 
More Profit 


These two pictures show the 
same merchandise. The retail 
value of the merchandise in 
the picture at top is $17.27. 
The prices on the items in the 
picture were marked accord- 
ing to fixed price percentages. 
The retail value of the mer- 
chandise in the bottom picture, 
with the same items as in the 
picture at top, is $18.54. These 
items were marked with fixed 
price percentages in mind, but 
when the item appeared to be 
worth more the price was in- 
creased slightly. The increases 
were set at prices which have 
the most “price appeal" to 
customers, which in turn in- 
creases the salability of the 
items. The merchandise in the 
bottom picture is priced to 
yield $1.27 more in profits. This 
increase in profits is obtained 
by simply evaluating the items, 
based on appearance and ser- 
vice, and pricing accordingly 
at a price which you know to 
be the best price. This method 
of pricing can be used effec- 
tively in almost every depart- 
ment of your store. 
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Price appeal ... Do you make the most of it? 
(Continued ) 


cal pricing, you have to know and understand natural 
price levels. You have to know the prices a customer 
expects to pay and the prices customers know best. 

When you know and study these things you can 
set many of your prices a notch higher without losing 
customers, and obtain more than the traditional 331, 
percent margin. 

For instance, you have an item that comes in the 
97¢-$1 range. What would be the best retail price to 
set on the item for the most sales? 


The prices customers prefer 


According to manufacturers testing this method of 
pricing, the best price to produce the most sales wou'd 
be $1. Studies show that customers prefer to buy itcras 
with even dollar amounts in these prices: $1, $5, $8, 
$10, $12, $18, and $25 levels. 

However, these same customers prefer dollars and 
cents uneven in amounts in the $2, $3, $6, $7, $14, 
$15, $16, $17, and over $50 levels. 

Prices that end with the same cents figures are the 
most popular prices. For instance, $1.99, $2.88 or 99¢. 
There is no basic reason for it, except repetition of 
the cents figures makes the price more appealing and 
noticeable to the customer. 

Psychological pricing has had little testing in the 


hardware field. There isn’t much information avail- . 


able upon which you could form a basis for this 
type of pricing. 

However, if you’re interested, the best way is for 
you to make your own test. Pick out a few items to 
begin with, and experiment with them. Keep notes 
on how minor price increases influence sales. You’ll 
soon know what works best for you. 

Here are a few examples: Try a 35¢ hose coupling 
at 39¢ or 2 for 77¢; or a $2.79 watering can at $2.88. 


Check your market conditions 


When you start using this method of pricing re- 
member that your immediate market conditions are 
important. You should try to determine what your 
customers want to buy and at what price level they 
wish to buy it. 

You can do this partly by checking the financial 
conditions of your own immediate market area and 
the average income of your customers. 

Also, since nearby competition will play a part in 
determining how you price some goods, it is important 
that you know your competition and his practices. 

This means that you not only compare or check 
the prices he sets on items that are competitive to 
you, but also check your competitions’ prices on regu- 
lar merchandise. Know the price levels they play up 
and work on. 

This means you should shop your immediate com- 
petition on a regular basis. Once a week is par for 
many dealers. 
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PRICING TRENDS 


10¢ to $4 range: Prices ending in odd nu- 
merals, with 9 and 5 particularly favored, are 
popular at many price levels. Most strik' ng excep- 
tions are prices ending in 88¢, and in multiples 
of 50¢. At the $1 level, this price is followed, in 
order, by 99¢, 98¢ and 97¢. At the $2 level, the 
sequence is $1.99, $2, $1.98 and $1.95. At the 
$3 level, it’s $2.99, $2.98, $3, and $2.95. 


$4.88 to $29 range: In this range the prices 
most strongly favored are those ending in 99, 
98, 95, 88, and 00. Their relative popularity varies 
at different price levels. Around the $5 level, 
the sequence is $5, $4.99, $4.98 and $4.95. At the 
$8 level, the sequence is $7.95, $7.99, $7.98 and $8. 
At the $10 level, $9.95 leads by a wide margin, 
the same is true at the $20 level. 


$29.95 to $995 range: With the exception of 
one, $34.95, all prices in this range ending in 
$5, $8, $9, $9.50 or $9.95 are the most popular. 
At the price levels of between $29.95 and $30, 
$39.95 and $40, $49.95 and $50, the latter figures 
were not used enough to show up statistically. 
The same principle applies at higher levels, ex- 
ceptions being $100, $125, and $150. This is in 
contrast to earlier studies which showed $30, $50, 
and $200 being used with moderate frequency. 





Method of charting prices 


This chart by Charles W. Hoyt Co. shows the 





relative frequency of different prices used in 
newspaper advertising by retailers. Because of 
the high frequency with which $2.99 was noted, 
this price was made to equal 100, and the fre- 
quency of all other prices has been related to 
that 100. For example, the number of times that 
99¢ was noted is charted as 68, because this num- 
ber is 68 percent of the frequency of the $2.99 
price. It should be noted that the most popular 
price was $1, represented by three bars and a 
frequency figure of 222. The chart contains only 
those prices showing a frequency ratio of 10 
or more. 











Prices Most Frequently Used By Retailers—10¢ To $4 Range 
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1961 Lawn Garden 


Merchandising Guide 


Lawn / garden headquarters... 


the key to bigger 1961 profits 


The store with the reputation of being lawn and garden headquarters 


gets the biggest slice of sales. Here are proven ideas you can use 


to make your store lawn and garden headquarters in your community. 


How will you get a bigger slice of the big Spring 
rush that starts within a few weeks? 

Nearly 42 million gardeners and patio loungers will 
descend on lawn and garden centers. Hardware dealers 
will sell $350 to $400 million worth of lawn and garden 
merchandise this vear. 

Will you get the lion’s share of garden dollars in 
your neighborhood? You will if you become lawn and 
garden “heacquarters.”’ 

Can your store already claim this title and the 
profits that go with it? 

If not, there is still time to cash in on this year’s 
market. Here’s how: 

The merchandising problem is to get people to as- 
soclate your store with their needs or desires when 
they are ready to buy. In short: open a district lawn 
and garden center in or near your store. 

Gather your lawn, garden, and outdoor living lines 
into one concentrated department. Give the grouping 
a personality all its own. In other words, create an 
image. It costs you nothing. If anything, you may 
well realize savings in floor space and a better inven- 
tory control. 

One way to put the spotlight on this department is 
to give it a name. Sears and many department stores 
have found success in calling such a department the 
“Garden Shop,” or the “Garden Mart.” Try it. You 
may be surprised at your customers’ reaction. 

There are many ways you can make your outdoor 
lines distinctive. Your market, your volume, your 
ready cash, all influence how far you can go in setting 
up this department. Whatever your circumstances, 
you will find that one of the following plans will fit 
your needs. 
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ideas on how to set up a lawn and garden de- 
partment are given on the following pages. 
Three different store categories are given, 
based on the annual gross volume of a store. 
There are suggestions for stores doing an an- 
nual gross volume of up to $50,000, $50,000 
to $100,000, $100,000 and up. Check for 
ideas under the heading that fits the volume 
of your store. 





(1) Basic garden shop—For stores with annual vol- 
ume up to $50,000 

This shop should be at the front of the store and 
have some distinguishing feature, such as a canopy 
connecting two gondolas. Concentrate all merchandise 
at one point. Of course, you can put some impulse items 
at the cash register or at other points in the store to 
serve as a tie-in with your shop. It is important to 
display at least one sample of every item you stock. 


(2) Intermediate garden shop—For stores with an- 
nual volume from $50,000 to $100,000 

Such a shop has a broad latitude of possibilities 
within two alternatives: mass displays on the regular 
sales floor; small separate shop or lean-to against 
an outer store wall. Your imagination is your only 
limitation here. 


(3) King-size garden shop—For stores with annual 
volume of more than $100,000 

This shop would be in a separate building or a 
large separate part of the store. It would have broad 
lines and mass displays. The sky’s the limit on profit 
potential. 





Whatever type of merchandising best fits your 
needs make your Garden Shop a focal point of the 
store throughout the season. 

There are two reasons why you can’t afford to wait. 


First, your customers are tired of winter. It has 
been a hard one this year. The average gardener is 
aching to get out right now. The first dealer that in- 
jects a breath of Spring into his advertisements, and 
displays, will catch the attention of restless gardeners. 
This early-bird dealer will get the early sales and 
he will get those early customers back again and 
again throughout the season. 

Proof of the value of an early start can be found at 
many lawn and garden headquarters. For instance, 
one dealer in the Northeast sold $5000 worth of power 
mowers during a mid-February sale. Another dealer 
in the Northwest annually sells more fertilizer and 


seed in early March than at any other time during 
the season. 

The list of srecesses by early-bird dealers is endless. 
They traditionally corner the outdoor market before 
Spring officially arrives and they hold onto those 
customers all year long. 

Second, you can’t afford to delay promoting garden 
lines. By the end of March, discounters, food chains, 
and other stores will mass merchandise the fast mov- 
ing outdoor lines. If you haven’t established your claim 
as garden headquarters, customers won’t think of you 
when they want fertilizer, seed or power mowers. 

Now, it’s up to you to kick-off Spring sales. Get 
your shop ready and promote right away. 

It shouldn’t be any problem to set up a garden shop. 
Your recent inventory and clearance of Christmas 
merchandise should give you ample space. 

One word of caution. If you are thinking of open- 





Basic garden shop 


... for stores doing up to $50,000 gross 


It’s simple to spark a small lawn and garden section. 
You don’t have to add stock or do anything expensive 
to promote it. The secret is concentration. Put all 
your merchandise on display at one location. Then 
put up a sign like “Tom Thumb Garden Shop.” 

Use two or more gondolas up front, near the store 
entrance. Consider erecting a wooden canopy over 
the gondolas, or connect them to form an archway. 
The canopy needs only a few shingles and some plywood 
or %4-in. lumber to be effective. 

Put at least one sample of every item you stock on 
or beside the gondolas. Your backup stock should be 
enough to meet demand at peak times. 

There are other ways to create an outdoors effect. 
An open patio umbrella with merchandise grouped 
under it is a good attention getter. 

If you want to use wall area, try putting some shin- 
gles up to simulate an open tool shed. Canvas can also 
be used to get the outdoor theme. 


Top off your shop with plenty of signs and streamers 
to be hung from the front of the store to the rear, 
outside and inside. 


A few bits of wood create an image that reminds cus- 


tomers of your lawn, garden department. 
Warter's Hardware, Tacoma, Wash 


An open patio umbrella draws attention to your outdoor 
merchandise. 
Berwyn Hardware, Berwyn, Pa. 
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Lawn and garden headquarters. . . 


the key to bigger 1961 profits 
(Continued ) 


ing a major garden shop, start planning now for the 
1962 season. As one dealer in the Midwest puts it, 
“We lost a lot of sales because we weren’t able to give 
ourselves enough time to plan our moves. We ran 
out of many things at the height of the season. Con- 
struction of our separate garden shop, real estate and 
other things cost us more money than it should have, 
because we didn’t have time to plan carefully.” 

This dealer had good reasons for his crash program. 
It is possible you could be faced with the same type 
of emergency. Protect yourself. Months and sometimes 
years are needed to take on a major expansion of a 
store. Study your circumstances and make your moves 
accordingly. 


For all programs, other than long range ones, there 
are several steps you can take while winter is still 
with us. 

Do these things now. 


(1) Study your market 

Be sure you know what your customers will want 
most. Is your business area one of city homes with 
small yards? Or does it have older, established single 
homes, new single homes, twin houses, country homes 
with acreage? All of these types need certain group- 
ings of merchandise. For example, there is more de- 
mand for quick growing grasses where new lawns 
are being established. There is added need for hand 
lawn-grooming tools where yards are small. Make your 
stock fit your market. 


(2) Check your stock 
Total your entire outdoor lines inventory. Then 





Intermediate garden shop 


... for stores doing $50,000 to $100,000 gross 


You have a wide range of possibilities for creating 
an image as garden headquarters. There is a choice 
of everything from mass display on the store sales 
floor, to a small separate shop or lean-to adjoining 
the store. Your store location and adjoining properties 
will necessarily influence your choice. 

If you choose mass display, put all of the outdoor 
stock you can on display. Make it impressive. Go all 
out to. identify your store as: garden headquarters. 
Show your customers that you can fill just about every 
need. Back up your claim with plenty of stock. 

A big banner across a simulated entrance to your 
garden shop would be effective. It might read “Your 
Own Garden Shoppe—If you don’t see it, tell us and 
we'll get it for you.” 

A small separate shop can be made from a variety 
of materials and into any shape you like. It can re- 
semble an oversized tool shed, a barn, or a back porch 
with adjoining backyard scene. 
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Whether you have in-store mass display, a small 
separate shop, or both, use your imagination in identi- 
fying the department. Add plenty of signs and other 
aids. Cost to you can be as little or as much as you 
choose. Remember, a little extra cost could mean a lot 
more profits. Weigh this carefully, then, make your 
store look like a garden center. 


Imagination and mass display are the backbone of 


lawn and garden headquarters anywhere. 
Builders Emporium, Van Nuys, Calif. 


An inexpensive garden scene does yeoman work in af- 


tracting store traffic. 
Schwering Hardware, Palmyra, N. J. 





King sise garden shop 


... for stores doing $100,000 or more gross 


The sky’s the limit. 

If you build a separate shop, you are limited only 
by your property, ready cash, market, and imagina- 
tion. If you choose to do it big, give yourself plenty 
of time. Start your plans months or even years ahead. 

First you’ve got to get the answers to a few ques- 
tions. Will your garden shop be next to the store 
or as far away as the other side of town? Will it be 
a separate building, or part of the store? Will it be 
conventional or unusual in design? Is there land avail- 
able in a good location? What will it cost to build, 


satin ~ - 


buy land, operate a separate store? Does the market 
justify a venture like this with its inherent headaches 
and risks? These are just a few of the questions you 
must ask yourself when on the threshold of creat- 
ing an ambitious separate garden shop. 

Many of the problems you will face are individual 
with your store. You will have your own set of cir- 
cumstances. However, it has been estimated that a 
dealer can open a reasonably complete 2500 sq ft 
garden shop with about $18,000 worth of merchandise, 
plus building and real estate costs. 





’ 


Mass display outside a big garden shop can be as important as the inside and style 
of the building. 


Lehman Lumber Co., Miami, Fla. 





add the amount of merchandise you have on order. 
See that you have enough to satisfy early customer 
demands. A good rule of thumb is to be sure you now 
have about the same amount of merchandise that you 
would normally have on hand in mid-March. 


(3) Build your shop 

If it is not a separate shop, put it up front near 
the store entrance. This will back up your window 
displays and help get the attention of passersby. Store 
traffic, of course, can’t miss it. 

While you are at it, make your garden shop distinc- 
tive. It doesn’t take any effort or capital to give your 
shop an attention-getting personality. For example, 
you might try giving your shop the atmosphere of 
some local attraction. Pennsylvania dealers capitalize 
on the Pensylvania Dutch symbols and structures. 


One dealer built his garden shop in the shape of a 
Dutch barn, with all the appropriate symbols. 

The same idea can be used on a smaller scale for 
garden shops of any size. 

Another effective way to give your shop personality 
is to set it off with live plants and flowers. Live nursery 
stock is also a good selling item. 


(4) Promote your shop 


Start your advertising and promotion programs 
right away to support your displays. Put the breath 
of Spring into your mailer, circular, or bill enclosure 
and send it out earlier than usual. Get your customers 
into the early-bird frame of mind and remind them 
that your store is lawn and garden headquarters. And, 
let them know that you are open right now. 
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CHECKPOINT NO. 2--NEXT . 


Hold a full house... 


Curb lows and outs with stock control 


“I’m through flying by the seat of my pants,” the 
dealer said. “Either I’m getting older, or my shelves 
are fuller, but I just have to count my stock to know 
what I own and what I need. 

‘There was a day when I could order most lines darn 
near from memory, and I was usually right. But what 
dealer can do that safely now? Why, I carry more than 
118 items in garden chemicals and pesticides alone. 
I’ve got to know what I need or go out of business. 
It’s that simple.”’ 

The dealer? He’s not unusual. His store is about 
like yours. Your problems are similar. But he has 
switched to written stock controls for lawn/garden 
lines to stay in business. Have you? 

There are maybe a dozen ways to control inventory, 
without relying strictly on memory. Some ways are 
very efficient, others are better than nothing. All re- 
duce lows and outs and help you make sales to a trade 
that will not tolerate, for long, a dealer who uses an 
order catalog to make sales. 


Think about it for a moment. Is there any reason 
why customers should continue shopping in your store, 
if you develop a reputation for always being out 
of basic items? 

One of the basic responsibilities behind your margin 
of profit is to carry staples in depth. 

Would you continue buying from a wholesaler who 
always back-orders two out of every six lines of bill- 
ing? If not, can you expect your trade to be more 
patient than you are? 

The questions are academic. The answers are “No!” 

Inventory control need not be difficult, time-con- 
suming, or expensive to start and maintain. 

Whether you use tickets on bins that show maximum 
and minimum sight control, hi-lo worksheets, want 
cards, or formal, complete written records is not too 
important. The big idea is to have your finger on the 
pulse, and to know rather than to guess at stock on 
hand which means the life or death of your business. 

Some dealers have found the solution to the prob- 
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Max-min string tags and stickers are available to many dealers 
through suppliers. These are examples of stickers and tags used by 
the Belknap Hardware & Manufacturing Co., Louisville. 





lem in other ways. Some have learned to trust supplier 
salesmen with order books. They give them a free 
hand in reordering basic staples. The argument for 
this usually runs: 

“The salesman will only stick me once with over- 
stocks. He knows it, and he knows that I know it. 
That controls the problem nicely.” 

Other dealers hand stock control books to section 
heads and let the responsibility lie there. 

Some dealers find want cards or a central want 
book an efficient curb to lows and outs. 

Others swear that anything short of written records. 





Outdoor promotion notions .. . 


A New York State dealer has persuaded his local 
library to loan a display of books of gardening. This 
includes old books as well as new. The books are 
used as a focal point for an early-Spring display of 
seeds, feeds, pesticides, and hand tools. The idea 
is repeated each year, and dealer and library bene- 
fit mutually. 





taken on regularly established dates, means unspotted 
lows that will certainly become outs. 

Hardware Age has devised a number of stock control 
aids (see column to right) that range from complete 
systems to pocket want cards. There is also a mark- 
down book that keeps important records of losses on 
overstocks and dog-eared items. 

cemember, one of the values of stock control is the 
control of slow sellers as well as best sellers. If slow 





Outdoor promotion notions... . 

A Colorado dealer’s sign says: ‘“‘Buy $15 worth of 
garden goods and you receive a handy gift.”’ There 
is actually a choice of two gifts, one humorous 
(though practical), and the other practical for many 
needs. The gifts are a flashlight, for night check- 
ing in gardens, and a large bottle of liniment for 
Strained muscles. These small extras create atten- 
tion for all garden displays. 





sellers build up unnoticed they shunt off big sums of 
buying power. This chisels away at your turnover 
average. 

Stock controls also help you spot trends, such as 
unusually high movement in a certain item or line. 
Without controls to keep the score you may buy often, 
but never enough because you’re merely buying “‘about 
as much as I always have.” 

To many dealers, the value of stock control remains 
a mystery. They have never started with any system 
because they (1) still feel they can run the store 
from the top of their head, or (2) are frightened by 
possible expense and time loss. Both excuses are weak 
in the light of extra volume possible with good stock 


control. Dealers are learning that stock control need 
be only as expensive and time consuming as they 
wish it. 

Want cards and visual controls take minutes to 
scan. More formal systems may chew up a few hours 
In a major section, such as lawn and garden goods. 
These are tiny investments that vield big dividends. 








These HA aids help you get started 
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cuheetientind Pocket want cards 
—=— You know what’s selling when 
clerks make daily lists of lows and 
outs for reorders. Pocket size 
cards are handier than books. 
Price: 90 cards, $1. 
600 cards, $5. 


Form No. 1 


Stock control sheets 


Lead sheets hold statistical data, 
counting sheets give you full year's 
stock control for 28 items on each 
sheet. Out-eliminator for all basic 
items. 
Price: 50 sets, $1.25 

200 sets, $4.50 
Form Nos. 4 & 5 


eeees' 





" > 
HHH Hetty 
4 SSeS eee ee’ 


4 | 


| | i} ; 
Lili i i 
eeneesenesea’ 


Markdown beoks 


A book of 50 sheets holds all your 
markdowns for a year for better 
control, plus formal listing for tax 
records. 

Price: $1 per book 

Form No. 12 
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To: Reader Service Dept. ,Hardware Ave 
Chestnut & 56th St, 
Philadelphia 39, Pa. 
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1961 Lawn 
Merchandising Guide 


Garden 





In your neighborhood... 


To keep the title of expert, you and your staff are expected 


to know how to solve gardeners’ problems. This is where 


product knowledge pays off. Here are valuable tips on selling 


in two vital areas: Pest control and plant feeding. 


Jeing known as a garden expert carries responsibil- 
ities. Remember, you are the only expert known to 
most of your customers. 

Maintaining your title of expert means keeping up 
to date on the outdoor products that line your shelves, 
particularly in chemicals. There is a high degree of 
product knowledge behind the chemicals used for pest 
control and plant feeding. 

While you can’t be expected to memorize all of the 
facts in this fast changing area, you should know the 
general problems and solutions. 

Most customers know how to use a lawn mower and 
pruning shears. But few know the uses of chemicals. 
They rely on you to be the expert. 

For detailed data on weed and pest control and 
garden feed products the backs of packages are the 
best source of accurate product knowledge. 

On the broader level of general problems and solu- 
tions, there are many suggestions you can file in the 
back of your mind for quick recall in your role of 
expert. 

For example, timing is awfully important. 

Watch the weather, not the calendar. This secret of 
successful pest control has long been recognized by 
professional orchardists. 

Each year, gardens and lawns are attacked by more 
than 30 kinds of insects, as many as 25 plant diseases, 
and over a half-dozen common weeds. This pest in- 
vasion is coming soon. 

Proper timing is the backbone of an effective con- 
trol program. A rule of thumb: Good weather for 
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growing plants is good weather for insects and dis- 
eases. 

Plentiful moisture, sunshine, and warmth mean 
healthy growth for both plants and the pests that feed 
on them. With a few warm sunny days, the gardener 
can see plants grow. Looking closely, he can also see 
insects ready to move in for the feast. 

This is spray and spread time. Gardeners should be 
prepared to spray or spread pesticides after heavy 
rains, but not on windy days. 

Sprays should be applied in the morning or early 
evening hours, not midday. All plant leaves should be 
coated, top and bottom. 

Careful attention to the rates of application and the 
instructions on the package are essential. Your staff 
can’t memorize all the facts, but it can renmember where 
to look for them. And facts vary with sprays and dry 
chemicals. 

Three groups of garden chemicals — insecticides, 
fungicides, and weed killers—form the nucleus of a 
thorough control program. Interchangeable, snap-in 
nozzles eliminate guesswork. 

Spreaders give uniform control of dry chemicals. 

A 10-gallon nozzle is used to spray large lawn areas 
for weed control and application of soluble plant food. 
A five-gallon nozzle delivers a medium spray to eradi- 
cate insect pests and many rust, rot, and scab diseases. 
A smaller nozzle gives a fine spray for roses, vegeta- 
bles, and fruits. 

Pests will appear as soon as the Spring growing 
cycle starts. Early April fruit tree insect and disease 








are the garden expert 


control should be followed by lawn and soil application 
of chlordane to stop grub and beetle type insects. 

April feeding of flowers, shrubs, and ornamentals 
with soluble and dry plant foods is important. In many 
instances, plant foods can be applied mixed in with 
insecticides and fungicides. 

In May, a booster spraying of insecticides protects 
spots which have been washed bare by rains. 

Special treatment frequently is needed to cope with 
individual pest types on specific plants. Roses, for 
example, need mid-May attention. 

At this time, application of lawn and weed killers 
prevents growth of dandelions, wild onions, plantain, 
curled dock, buckhorn, and other broadleaf weeds. 

In June, the chickweed menace is halted by early 
application of chickweed killer. Now, too, an effective 
turf fungicide will prevent lawn attack by brown 
patch, dollar spot, and snow mold. 

By mid-June, fresh plant growth has emerged and 
is generally unprotected from continually present 
pests. This is the time to apply a combination of in- 
secticide and fungicide to flowers, ornamentals, and 
fruits. 

Roses and garden vegetables are particularly sus- 
ceptible to diseases in June. A maneb fungicide is 
good insurance for continued healthy growth. 

July marks the height of the growing season, and 
time for application of floral, tomato, and vegetable 
dust as needed. 

When most problems seem under control, crabgrass 
may have been forgotten. 

Today’s modern garden chemicals end back-breaking 
labor: This is your opening sales pitch. 

Simply spray or spread on a rapid-acting crabgrass 
killer. About one pint of crabgrass killer, mixed with 
10 gal of hose-fed water in a sprayer will treat 2000 
sq ft of lawn easily and economically. A small sack of 
dry granules treats about 2500 sq ft. 

Two applications may be needed to kill mature crab- 
grass. Treated areas may be reseeded as soon as 
crabgrass is dead. 

How about feeding? 

Hungry plants flash colored danger signals. 

People turn blue from cold, and red with anger. 
Plants change colors when they’ve got troubles too. 
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You are the garden expert 
(Continued ) 


With humans, it’s emotions. But in plants, the 
trouble is physiological. They could be dying from 
hunger. 

Flowers, shrubs, and shade trees all flash danger 
signals. If adequate pest control is practiced and 
leaves turn yellow or light green, it may signal a lack 
of nitrogen in the soil. 

Purple tinged leaves often mean phosphorus is lack- 
ing. Yellowing or browning of leaf edges probably 
indicates a lack of potash. These are specific hunger 
signs for various nutrients. 

When these color changes are seen, the plant is 
physically sick. 

Plants manufacture food from minerals and water 
taken up by roots, and from carbon dioxide taken in 
through the leaves. This remarkable process, which 
takes place only in light, is called photosynthesis. 

In this process, sunlight, acting on chlorophyll (the 
green coloring in leaves), changes the water-carried 
nutrients absorbed by the roots and the carbon dioxide 
drawn in by the leaves into simple sugars and starches 
which feed the plant growth cells. 

Plant feeding is like feeding people. Both need 
easily accessible sources of nutrition in youth and a 
continuously balanced diet during their entire lives. 

More than 15 food elements are considered essential 
to plant growth. Of these, 12 come from the soil, and 


three are obtained from air and water. The primary 











plant food elements are nitrogen, phosphorus, and 
potash. 

Nitrogen gives the dark green coloring to plants. 
It promotes rapid growth and fullness. Phosphorus 
stimulates early root formation and growth. It hastens 
blooming and maturity, and promotes hardiness. 

Potash (potassium) provides plant vigor and disease 
resistance, as well as stepped-up food production. 
Other secondary elements stimulate root growth and 
leaf development. 

New high-strength, plant foods contain all the nu- 
trients needed by a healthy plant in good soil. Some 
are soluble, in a form that can be absorbed readily 
through the leaves or through the roots. 

Mixed with regular pest control sprays or applied 
separately, these nutrients go directly on the leaves 
where they are taken up rapidly. 

Soluble plant food can be applied to flower and shrub 
foliage with ordinary pest control sprayers such as 
those which attach to garden hose. Hand and power 
sprayers are effective. 

Spray feeding should be scheduled at two-week in- 
tervals during the growing season. When leaf feeding, 
use a single strength solution mixed according to di- 
rections. Early morning or evening spraying is rec- 
ommended. 

For root feeding, a double strength solution may be 
necessary. Soak the soil thoroughly. 


Editor’s note—E. I. du Pont de Nemours & Co., Wil- 


mington, Del., provided some of the product knowledge 
data outlined on these pages. 





Assure your tiade, as with the sign on top shelf here, that you are product knowledge specialists. 
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CHECKPOINT NO. 3--THROUGH FALL 


Spring lines are misnamed, for they offer 


long-term sales potential. Here are ways you can... 


Make Spring last *til Fall 


*) 


How’s your sense of timing? 

Timing is important, for it is the key to a balanced 
lawn and garden section. And balance is what turns 
an early flurry of business into a long-term flow of 
sizeable volume. 

For example, there are many dealers who buy 
heavily early in the year. They build good displays, 
then sit back to welcome their outdoor trade. Too 
often, the first big job of getting ready is the end of 
the labors of these dealers. 

What happens? 

March and April are great. Business booms early. 
Then with real heat in June and July, holes appear in 
displays. The wrong items are featured up front and 
in greatest depth. The right items, which may have 
seen little demand earlier, become important. 

No, a dealer cannot make a full function outdoor 
department out of one early, massive effort. He needs 
timing and balance. 

Balance is achieved in many ways. 

It is conditioned by a combination of calendar- 
watching, local weather conditions, local needs, horse 
sense, and a lot of hard work. 

It is hard work to realign March displays of seeds 
and fertilizers with pesticides and rose food in April 
and May. Balancing these inventories is work, too. 
Each new week of the season brings on more changes 
and more work. 

Some long and short handled garden tools sell like 
hotcakes as soon as the first thaw sets in. Others 
have little usefulness until much later in the season. 
It is not enough to set out full racks of everything 
available and say “That’s it” for the season. 
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Some items should be stacked high early. Some 
have no value until maybe June. It is foolish to pile 
leaf rakes high up front in April when there is scarcely 
room for hoes and cultivators. 

It seems wasteful to fill bins with tomato plant 
stakes and tie-backs in March when the market for 
them is months away. Space is too precious, and so 
are buying dollars for outdoor needs. 

In short, ordering-displaying-promoting is a three 
part job in constant flux as seasons wane and change. 
There are many examples of merchandise you should 
vary with the calendar to get maximum sales potential 
out of limited display area: 


—Take garden hose. 


In most areas this line, and all of its accessories, 
will be a sales winner from early May through the 
first frost. But many customers will concentrate on 
other necessities in March and April. In fact, in much 
of the country there is danger of hose freezing and 
bursting when left out of doors too soon. 


—Take power mowers. 


Sure, there are many customers who buy ’em early. 
Some folks can’t wait to get started. The fact is, you 
can’t mow grass until it grows, and many consumers 
buy seeds, soil conditioners, and spreaders before buy- 
ing mowers. There’s little doubt where you should 
place the bulk of early-season display and promotion 
efforts. Remember also, it works in reverse. 





Dark area on map is best for Northern grasses. The 
light area favors Southern grasses. 


—Take pesticides, weed killers, plant foods. 


You’ll find a complete breakdown on timing in these 
important chemical products in the pages immediately 
following. You will note that there is great variation 
as to when to sell what. Your ordering, displays, and 
promotions should be geared accordingly. 


—Take garden tools of all types. 


You have to ask yourself, “What job does this tool 
do in the garden?” Then you apply simple logic to 
figure out when it should be in heaviest demand. 


Almost all garden items have some demand from 
first until last days of the season. But also, almost all 
items run a curve of peaks and valleys depending upon 
their functions. If you learn the usefulness of each 
item, you’ll know when it deserves premium attention 
in ordering, display, and promotion. 

Grass seeds are first and last on your timetable. 
Whether customers have tools and accessories, or plan 
to buy them, or whether they have old lawns or new, 
grass seed is on their shopping lists. It will likely be 
the first and last purchases in their buying plans. Fall 
seeding is becoming common practice. 

Accordingly, your buying, promoting, and display- 
ing schedules should put big-volume grass seeds in 
proper perspective: early and late promotions. Also, 
knowing the right seeds for local growing conditions 
is important. Here is a breakdown of seed data by 
general areas of climate. 


Dry-land climate 


Promote Buffalograss. It is a native strain that is 
hardy. It withstands cold, heat and drought. 


Northern cool climate 

Several varieties have special features: 

Kentucky bluegrass is a utility lawn grass that will 
grow slowly in hot, dry weather. 

Merion bluegrass is an improved bluegrass, con- 
sidered more vigorous than the Kentucky strain. 

Bluegrasses are regarded as the backbone of full, 
permanent lawns. Generally, they require plenty of 
sun, ample fertilizer, water, and good drainage. 

Bent grasses, a luxury strain except in some coastal 
areas, are fragile. They will not stand drought, heat 
or shade, as a rule, and are quickly affected by a hot 
dry summer. Bent grasses need lots of moisture and 
fertilizer, and protection against disease and insects. 


Southern warm climate 


St. Augustine grass will grow in sun and shade, 
needs little mowing, and can endure salt spray and 
air. But it is not a grass for wear. 

Bermuda grasses are most widely used in the South. 
They must be fed often and heavily during the grow- 
ing season. 

U-3 Bermuda grass is a co.d-tolerant strain for the 
cooler portions of the South. It holds its color a little 
longer in the Fall. 

Centipede and carpet grasses, somewhat coarser 
strains, may be suggested for customers who want 
rapid spreading, dense turf, and ease of maintenance. 


Lawn Substitutes 


There are three general substitutes: ivy, myrtle, 
and pachysandra. In southern California, dichondra is 
preferred. 


In General 


Ryegrasses and redtop are used generally in grass 
mixtures to give early growth in lawns while the finer. 
slower growing grasses are becoming established. 





Outdoor promotion notions .. . 


A Kentucky dealer has each garden customer leave 
his name and address, for two reasons. First, the 
name lengthens the dealer's Spring mailing list. 
Second and more novel, the dealer puts the address 
card in a follow-up file for a 30-day call-back. One 
month after the purchase, the dealer calls his cus- 
tomers to check on satisfactory performance of the 
garden goods. Customers seem to like the extra 
attention. Many of them remark on the courtesy 
call when next they visit the store. 
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GOOD DISPLAYS... 
... MAJOR SALESMAKERS 


Before you make a sale you must attract the eyes and 
imagination of passing traffic. This is done mainly 
by fresh, timely ideas that 


have an instant appeal for hurried shoppers. 


Outdoor living is the theme; tie-in selling is the purpose of this display. White brick paper and a rented mannequin 
are the only display expenses. All else comes from stock, from coach lanterns to sawbuck set. 


Warner Hardware Co., Minneapolis. 
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. Strings from the holes in a watering can 
simulate streams of water. Each stream 
draws the eye to a different product in 
the window. 


Burlingame (Calif.) Hardware Co. 


Perforated paneling, about 4 ft square, 
makes a two-sided display island for 
key trattic locations. 


Otto & Hollinger, Camp Hill, Pa. 
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Good displays: Major salesmaker 


(Continued ) 





A tombstone can startle pedestrians. This one tells its own 
story, and not a customer in town missed reading it. 


Polley Paint & Hardware, Scranton, Pa. 


Timing and a message are ingredients for good displays. This late-February window, and its message, was timed 
tor a trade just itching to‘get out of doors again. 


Ernst Hardware Co., Seattle, Wash. 
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Old gardening clothes stuffed with straw and topped with 
an old hat proved a traffic stopper for a garden chemicals’ 
window. It's good for laughs, and it could work for you. 


Reid's Hardware, Salinas, Calif. 





A truckload sale and massive display of mowers stimulates excitement among passersby who may never have been 
in your store. Here, there is a double appeal: Note trade-in sign. 


McIntire Hardware Inc., Chevy Chase, Md. 
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Use signs to tel/ your trade youve got a 
department, not just a selection. 
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AWD We Move Qutdoors' 





Outside traffic can be lured with novel displays such as 
this homemade buckboard. Replicas of antiques are 
always effective, and can double as display units for 
garden goods. 


Schwering's Hardware, Palmyra, N. J. 



























































Service... 








your big edge in staying competitive 


Customers often are puzzled on where to buy lawn and garden supplies. 


Service may sway them to buy at your store, when everything else seems 


equal. Here are ideas you can use to promote service as a sales tool. 


Why should customers buy at your store? 

Your answer to this question could indicate what 
volume and profit you can expect from your lawn 
and garden section this year. 

Many of your non-hardware competitors sell the 
same type of merchandise that you do. Often, the 
appeal is price. At the rate this competition is grow- 
ing price may be stiff competition for some time to 
come. Many dealers realize this when discount and 
other bargain centers dip into their profits. 

Yet, the hardware dealer has a way to meet this 
competition. That is, with service. Often service 
makes the difference in why a customer patronizes 
one store over another. The customer knows that if 
the merchandise he buys needs service, adjustment, 
or parts replacement the hardware dealer is ready to 
provide the parts and mechanical skill to bring the 
item back to good working condition. 
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Price is not the only way to keep traffic rolling into 
your store. Customers often are wary of a low price. 
Many have found that it costs more in the long run 
if they buy strictly on price. 

Here are some services you may want to consider 
to improve the profit possibilities of your lawn and 
garden department: 


Mower maintenance. A complete mechanical servic- 
ing department can be built around mower repairing 
and maintenance. 

On the other hand, mower service can be provided 
with a minimum of investment in space, and in parts 
and labor. 

The simplest arrangement of all is to make con- 
tact with a local repair shop to handle a store’s 
service work. Customers leave their mowers at the 
store. The repair shop picks up the equipment, ser- 
vices it, and returns it to the hardware store. The 





customer then is notified, and picks up his mower 
at the store. 

Often some clerk has skills that can be used to 
service mowers. A work bench with a few power 
and hand tools is sufficient equipment. A small parts 
inventory is carried. Blade sharpening and other 
repairs then are done in the shop. Major or difficult 
repairs are sent out to the engine manufacturer’s 
service shop or to a local repair shop. 

A complete service department is a year ‘round 
operation. Such a shop needs promotion to keep 
the work load up during the off season. This is done 
by a mail, or telephone campaign, in the fall to 
bring in winter service work. This winter works 
keeps mechanics busy, insures customers that their 
mowers will be in good operating condition for the 
first grass cutting in the Spring, and eases the 
inevitable peak of demand for mower service that 
starts with the first warm week end. 

There is a variation of service work that combines 
store mechanical service and do-it-yourself. This is 
to let customers use the store’s service work bench. 
Customer use, of course, is restricted to those who 
have some mechanical skill in the handling of tools. 


Sharpening services. This service is allied with 
what your store offers in mower blade sharpening. 

Trimmers, shears, and other cutting tools need 
sharpening. So do hoes and shovels and spades. 

Unfortunately, customers get used to working 
with tools that are getting steadily duller. And 
they often think about a sharpening job, but just 
don’t have the time to do it because they think of 
it when they want to use the tools. 

If your store is not now offering any mechanical 
services, you may want to consider getting into lawn 
and garden tool sharpening right now. 


Tool rentals. There are a number of tools used in 
lawn and garden work that fit into the basic lists 
of tools in a rental department. 

The potential is in rental revenue, also in leading 
up to the sale of merchandise linked with the use 
of a tool. For instance, a customer wants to enclose 
his yard as a play area. The rental need is for a 
post hole digger. The complete transaction may in- 
volve posts, fencing, gates, locks. Also, play equip- 
ment from the sporting goods section for the chil- 
dren; outdoor living items from your lawn and 
garden section. 

The rental of power mowers can lead to the sale 
of new mowers. The rental of lawn rollers can be 
the beginning of a sale of fertilizers, seed, sprays 
and spraying equipment. 

The lawn and garden equipment part of your ren- 
tal section can be built up with some items you 
have on sale. Other items, like concrete mixers, 
heavy-duty hole diggers, power saws, etc., may be 
purchased solely for rental service. 

Rentals also tie in with your store’s service de- 
partment. The mechanic who handles repairs for 
customers can check equipment before it goes out 
on rentals to make sure it is in good operating 
condition. 


Soil testing... 
A service that builds traffic 


If you’re looking for a fast economical extra 
service to attract customers, consider a free test 
of soil acidity. 

The acidity, or alkalinity, of soil has an im- 
portant bearing on the appearance and growth of 
grass. This test, technically called a pH test, 
is quickly and easily made. The equipment needed 
is inexpensive and easy to use. No special skill 
is required to make the test. 

The test shows whether the soil is acid or 
alkaline. With this knowledge, you can advise 
customers what they need to improve their lawns. 

Here is how you can demonstrate your role 
of technical adviser. 

Most wholesalers can supply you with a pH 
test kit. If they don’t have it, you’ll find a number 
of manufacturers of this kit on page 721 of the 
HA directory issue (July 28, 1960). 

Do not confuse the pH test with the more 
elaborate testing that can be done to determine 
the amount of nitrate, phosphate, etc., in the 
soil. These tests require a variety of chemicals 
and test vials and take some time to complete. 
This would probably be impractical for a hard- 
ware store service. However, these large testing 
kits could be sold as a result of the offering of 
the free pH test. 


Financing plans. Big ticket sales are involved in 
your lawn and garden section. Some of these are 
direct sales, such as mowers. Others are combined 
sales, such as selling a complete set of hand tools, 
or the materials for a major job of fertilizing and 
seeding a lawn. 

If the Spring season is still some weeks away in 
your part of the country, you can offer layaway 
services. Since time may be a bit short, you might 
arrange to get the bulk of the payments in before 
you deliver the equipment. The balance of the pay- 
ments could be put on a 30-60-90 day charge ar- 
rangement with a carrying charge added. 

Then there are the traditional financing plans of 
conditional sales contracts, and of monthly payments 
with charges based on the time it takes to pay off 
the account. 

Lawn and garden equipment is considered prime 
merchandise for conditional sales contracts, if you 
put the paper through a bank or a finance company. 


Merchandise your services. The best services of- 
fered may not do the job in helping you meet price 
competition unless your customers know you have 
such services. 

Include merchandising of your services as part 
of your spring promotion. 

Put signs in your windows, put signs in your store. 

Mention services available in your mail pieces, 
in your newspaper and radio and television adver- 
tisements. 
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CHECKPOINT NO. 4--SEASO 


The success of your lawn and garden section depends on the 
grasp you have on facts. When does your season start? When do 
different categories have sales peaks? When, and how much 


merchandise should you buy? To get these facts... 


You have to have a plan 


Eventually you will come to the end of your 1961 lawn and garden selling 
season. Then you will want to ask yourself this question: 

“Was the season as profitable as I hoped it would be?” 

If your answer to that question can be “Yes,” then you will want to know 
what you did, so you can repeat the successful season next year. If your 
answer can be “No,” then you will want to know what you did, to be in a 
position to do things differently next year. You can do many things to make 
your 1962 lawn and garden selling season more profitable. And the time to 
start is right now. 

How? 

With a plan. The plan is to get all the facts about your 1961 season in one 
place. When the 1961 season is about over, you can bring out the facts to 
review your policies, to check your buying and sales records. In short, you 
will take a good hard look at what you did this year and decide how to apply 
the lessons you learned to do a better, more profitable job next year. 

A plan will be especially profitable if you have always operated your lawn 
and garden section by the seat-of-your-pants method. Possibly you made a 
profit with this method. If so, a lot of that profit can be charged to sheer good 
luck. With a plan you know what merchandise categories are in demand, how to 
control your buying, how to plan your promotions and advertising. You know 
pretty well where you are going and what progress you are making to reach 
your goal. 

The first step in putting a plan into use is to take a manila file folder. Write 
across the tab “Lawn/Garden Buying Plans 1962.” Put the folder in your desk, 
or in a file cabinet, but some place where you can get to it quite easily. 

The next step is to use this file frequently. Put in it every scrap of informa- 
tion about the current lawn and garden selling season. File copies of the 
orders you place with suppliers. File your invoices. If this works at cross 
purposes with your bookkeeping system, then scribble off essential facts from 
invoices and file the notes. File copies of your mail pieces. File copies of your 
advertisements. File your inventory records, or copies of your seasonal inven- 
tories. Put into this file everything that directly or indirectly has a bearing on 
your lawn and garden section. 
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— Buning Plons 1902 


When you come to the end of your selling season the value of this file folder 
will be apparent. Here, in one place, you will have all the facts about the 
season. Then you can take an hour or so to review the 1961 season, and start 
making plans for next year. 

Here are some of the general areas where facts will help you with plans 
for your 1962 season: 


Buying. Your buying plans start with the sales goal you set for next year. 
You know that with the same effort put out this year that you can sell about 
the same quantity of goods next year. Even if worst comes to worst—because 
of weather conditions, employment, income of your customers—lawn and gar- 
den merchandise is essential and your store at least will do 60 to 70 percent, 
minimum, of your better years. In other words, you have every reason to expect 
volume to go up next year. Under the most adverse conditions, volume will not 
drop too much. 

This is the tipoff to your buying pattern. Your plan shows you what cate- 
gories sold this year, what volume you can expect. Your time spent in buying 
can be cut to a minimum by placing future orders for a big part of the business 
you expect to do, reserving more time to check new items and to place fill-in 
orders during the selling season. You gain in two ways: by getting merchan- 
dise in your store for a fast, early start in selling next Spring; by taking ad- 
vantage of all the datings that are available. 

How much should you buy on future orders? That depends on your store. 
But the bigger, fewer orders it takes to stock your store, the less time you 
spend receiving merchandise and getting it out on the floor. Also, you have 
more opportunities to build mass merchandise displays, to offer wider selec- 
tions, to push layaway. A fast, early start next Spring will fatten your bank 
account with customers’ dollars to meet bills due on billing dates. 


Selling. Your file folder of 1961 season facts will be your guide in setting 
up your promotion calendar. Did you start early enough this year? If not, 
records will help you get an earlier start next year. 

Inventory records will show you the sales patterns for your principal cate- 
gories. The peaks and valleys in these sales are important. They show you 
when to start your promotions, your advertising campaigns. Then you can 
concentrate sales efforts at the time when peak sales are coming. 


Best sellers. Here is where facts pay off. The seat-of-the-pants method can 
trick you. You may think a category is going over with your customers. Pos- 
sibly you made a few sales in this category. Or, several customers mentioned 
the item. Somehow, the idea gets around some categories are slow movers, 
others are fast sellers. But what are the facts? You’ll never know until you 
keep a file. Then you’ll have accurate figures «n buying and selling. From 
these facts you’ll have a guide on what slow movers to close out, what new 
items have sales potential. Now you can direct your buying and selling efforts, 
and channel your promotions to make the most of your 1962 lawn and garden 
market, in more sales and more profits. 
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Clearance or holdover? 


... lfs up to you 


Some day near the end of your selling season 
you will take a walk through your lawn and 
garden section. On this trip you’ll see all the 
merchandise as possible leftovers. You’ll ask 
yourself, “What should I do with it?” 

You have two choices: 


(1) Sell what’s left at a clearance sale. 
(2) Store merchandise left over, for next year. 


You can start making your decision by taking 
a sheet of clean paper. Draw a line down the 
middle. On one side of the line write “Advan- 
tages to me in holding a clearance sale.”’ On the 
other side of the line write “Advantages to me 
in storing the merchandise until next year.” 

Here are some advantages in holding a clear- 
ance sale: 

You convert merchandise, not saleable over 
the winter, into cash. You now have money to 
invest in inventory. You can expand your toy 
department. You can expand giftwares. You can 
expand some other department that will attract 
traffic and sales during the winter months. 

You acknowledge a basic fact in pricing: it 
pays to take one drastic markdown rather than 
whittle away until the merchandise finally moves. 
The amount of your markdowns is important, as 
a deduction on your federal income tax report 
(see HA, May 7, 1959, p. 62). If you want to 
keep a record of markdowns send your check 
made out to Hardware Age Readers’ Service 
for $1 for Markdown Record Form 12, to Hard- 
ware Age, Chestnut & 56th Sts., Philadelphia 
39, Pa. 

You build a store image as a shrewd merchan- 
diser who shares bargains with an end-of-the- 
season clearance sale. Your customers are accus- 
tomed to buying merchandise left over, such as 
clothing and furniture and so on. A clearance 
sale in your store would be in keeping with their 
usual buying patterns. They would be inclined 


to make purchases now they might defer until 
next year. 

Here are some advantages in putting leftover 
merchandise into storage for next year: 

You will get your full markup. 

You will have stock on hand for an extra 
early start next spring. 

You will have some merchandise in case an 
out-of-season customer comes in. 

After you have written these advantages, on 
both sides of the line plus any others that apply 
to your store, then take up your lawn and garden 
merchandise, line by line. 

Now you are close to your decision. 

Some lines fit the description of holdovers. 
For instance, hose couplings and nozzles. A cus- 
tomer buys a coupling when his hose breaks. 
He may have one or two in reserve. Chances are, 
however, he buys one as he needs one. Conse- 
quently, a clearance sale will not produce many 
sales. 

You can go right down the list of lines in 
your department, and earmark those that should 
be put in storage at the end of the season. 

Some lines fit the description of clearance 
sale. For instance, there are power mowers, 
sprinklers, other items that have seasonal mod- 
els. It pays to move these in an end-of-the-season 
sale rather than hold them until next year and 
clear them out at the beginning of a new selling 
season. 

Many items you can put in a clearance sale 
will appeal to customers who have been waiting 
for the price to be reduced. 

Take hose, for instance, a customer may have 
enough, but he has to drag it from front to 
back. If an attractive price is put on 50 or 100 
foot lengths, he will buy extra hose. Then he 
will have one for the front of his house, another 
for the back. 

The question “Clearance or holdover?” can 
be answered line by line. 
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W. D. ALLEN 
announces 


NEW FAST 
SELLING No. 1091 NEW STANDARD SPINNER 


Versatile new Allenco “spinner’’ with brass head. Five rows of openings 


7 | T in “‘star’’ arrangement distribute water evenly up to 32 foot diameter 
ZL oo ee yy, circle. Rugged hi-impact polystyrene base. Easy turning brass bearing. 


An Allenco leader. See ALLENCO catalog 236 (page 9) for specifi- 


SALESMAKERS | “ 





No. 7049 NEW NYLON ‘“‘USEOVER"’ COUPLING 


The revolutionary new Allenco nylon ‘‘useover’’ coupling. It’s rust- 
proof, leakproof, scratchproof, outlasts brass. Quickly repairs all sizes 
of plastic hose—holds hose ends securely and safely without pounding. 
See 1961 ALLENCO catalog 236 (page 17) for complete details. 


No. 7089 NEW STANDARD DUO-SPRAY 


Big value! Small size! A beautiful, lightweight 2-arm sprinkler that 
covers up to 40-foot diameter circle. Hi-impact polystyrene base. 
Aluminum revolving arm assembly. Brass bearing. Allenco quality 
No. 7092 NEW ‘FAUCET BENDER" throughout. See 1961 ALLENCO catalog 236 (page 9) for specifications. 
A flexible connection between faucet 
and hose that takes hose-damaging 
strains and sharp bends. Made of 
nylon reinforced plastic hose. Packed 
10 in a box. Featured as a free extra 
with ‘‘green keeper’ and “fairway” 
deluxe Allenco oscillating sprinklers. This Mark Identifies 
See 1961 ALLENCO catalog 236 "The Golf Green Line" 
(page 20) for details. It's a note of quality assurance to 

customers. and your ticket to 

bigger sales! It symbolizes 74 

years of Allenco excellence in 

quality products. This is the mark 

to sell by. Use it! 





=10) hehe 
Self-Service 
Metal Display Rack 


menogas . Firrines © : : $5.00 Value 
—_—— 


card pack 


ASSORTMENT 


Fast-selling hose items on fastest-selling display! . ..the leading high-profit 
hose items in the popular new way to buy. 

Assortment includes nozzles, sprays, couplings, menders, fittings, each 
in a separate ‘‘see through’’ pack on individual ‘‘how-to-use’’ display 
card. Mass display draws attention—cards make the sale! 

Shipping weights, suggested assortment 17 '2 lbs. rack 4% Ibs. 


Here’s What You Get: 


List Price Total 

5-C7067 “Economy” Nozzle (@,$1.10 $ 5.50 

5-C7066 ‘Pistol Grip’’ Nozzle (@, 1.25 6.25 

5-C7052 Flat Spray (@, 1. 7.25 

10-C7049 7/16” Nylon Useover Couplings @ . 5.00 
10-C7049 %” Nylon Useover Couplings @ . 5.00 
10-C 7049 ” Nylon Useover Couplings @ . 5.00 
5-C251 ” Brass Clincher Couplings @ . 3.00 

5-C251 ” Brass Clincher Couplings @ . 3.00 

10-C250 ” Brass Clincher Menders @ . 4.00 
10-C 250 ” Brass Clincher Menders @ . 4.00 
5-C7083 Nylon Siamese @ . 3.00 

5-C67 Gooseneck Connection (@ 1. 5.00 


TOTAL LIST $56.00 
PLUS Free ‘‘Self-Service’’ Metal Display Rack—$5.00 Value 








BONUS! 
ies] 0] 0101 6 Of>1 0 Wars) ©) 0101.41 =) 4 
Extra $8.95 


1 ; 
x Am New 6-Pack “Wg 
5 “Blade” Spray 
Nozzles = ou 7 
Extra $1.75 £:3 = OSCILLATING 
| Profit ) | SPRINKLER ASSORTMENT 
>. xX 5 2 6-Pack sells on sight—turns browsers into 
Lor buyers! This handsome sales-tested dis- 
NOZZLE AND play offers a brand new selection of the 
SPRAY ASSORTMENT 
Everything you need for profitable nozzie sales in one bonus deal! nate a bonus items for both customers 
Assortment includes complete selection of best selling nozzles and es 


sprays—free display, and free goods bonus—for your top sales NEW 6-PACK ASSORTMENT CONTAINS: 
and top profits. 


three top models of oscillating sprinklers A So ss0 
co | A ie 
ALLENCO ss: asin on 


List Price Total 





1—No. 7074 “Green Keeper”’ Osciliating Sprinkler (Including 
" : . FREE EXTRAS—Faucet Bender and all-brass 
$x 5S Assortment Includes: List Price __ Total “Blade"’ Spray—Packed with sprinkler)—95c value @$13.95 $13.95 
5—No. 7072 “Wat " Nozzl f 
ia - ee on ou wra.58 3—No. 7073 “Fairway” Oscillating Sprinklers (Including 
S—No. 7066 ‘Pistol Grip" Nozzles 1.25 6.25 FREE EXTRAS—Faucet Bender Packed with each sprinkler) 
5—No. 4703 “Jewel” Nozzles 1.45 7.25 —60c value 


5—No. 7067 “Economy” Nozzies 1.00 5.00 
TOTAL LIST $28.50 


TOTAL LIST $62.70 
PLUS FREE GOODS BONUS: PLUS FREE GOODS BONUS: 
1—Full-line Counter Display FREE 


1—Sales Building 6-Pack “‘Self-Selling’’ Display FREE 
5—No. 7254 “Blade Spray’’ Nozzles (a, .35 $ 1.75 1—7055 Suburban Sprinkler $ 8.95 


TOTAL LIST $28.50 PLUS FREE GOODS BONUS 4—Faucet Benders @ 60 § -_ 
Sell bonus goods for $1.75 EXTRA PROFIT 1—Blade Spray @  .35 , 
TOTAL LIST $62.70 PLUS FREE $8.95 BONUS (This dea/ expires January 31, 1961) 


ORDER NOW! Get Set for 1961 Selling 





@$10.95 $32.85 
2—No. 7078 ‘‘Medalist’’ Oscillating Sprinklers @ 7.95 15.90 











These 5 Buyer-Stoppers 
Speed Allenco Sales, 
Earn Extra Bonus for You 


| LAWN «0 GARDEN BUFFET 


ea BONUS! 
4% . al aes 1 a4 110 | >is | ©) 4101-415) | ALLENCO 


» ALLENCO & “sk Extra $6.50 


| Nea cash cart 


CASH CART NO. 7070—‘‘Here’s What You Get’’ 


“ Sprinklers List Price Total 
ESSORIES «FOR EVERY USE 1—No. 7074 ‘Green Keeper’’ Oscillating Sprinkler (Including FREE 
: \ EXTRAS—Faucet Bender and all-brass ‘“‘Blade’’ Spray—packed with 








each sprinkler) $13.95 $13.95 
2—No. 7078 ‘‘Medalist’’ Oscillating Sprinklers 7.95 15.90 
1—No. 7055 “Suburban” All-Purpose Sprinkler 8.95 8.95 
2—No. 7089 New Standard DUO-SPRAY 1.00 2.00 


Accessories 


5—No. 7072 ‘‘Watermaster”’ Nozzles 

10—No. 7067 ‘‘Economy" Nozzles 

3—No. 7052 Flat Sprays 

10—No. 7049 7/16” Nylon Useover Cotplings 

10—No. 7049 1%” Nylon Useover Couplings 

5—No. 7049 %” Nylon Useover Couplings 

10—No. 251 4%” Clincher Coupling Sets 

10—No. 251 %”" Clincher Coupling Sets 

5—No. 251F %” Clincher Couplings—Female 

10—No. 250 4%” Clincher Menders 

10—No. 250 %” Clincher Menders 

5—No. 7083 %” Nylon Siamese 

10—No. 5167 Clips of %” Rubber Washers 
Complete “Sprinkler Department”? in One Compact, Self- TOTAL LIST 
Service Floor or Counter Unit. PLUS FREE GOODS BONUS: 
| One sale leads to another with the Allenco ( ASH ( ART. 1—C ASH CART “Self-Service” Floor Display ($20.00 Value) FREE 
Sturdy, lightweight CASH CART provides a basic stock of 1—Set—Merchandising Aids (Window Streamers, Mats, 
the most looked-for items and presents them with colorful “Suburban” Counter Display, Booklets) FREE 
showmanship. Turns unused space into a top-traffic " Water- te  Riasaetee” Maaenne tor on teen ena PROFIT 6.50 
ing department’’. Fast selling—quick to set up—CASH 


$20.00 Value Display and Merchandising Aids are yours Free! 
CART means tops in profit yield per square foot of floor space! Complete Package is drop-shipped to dealer—prepaid by Allenco. Shipping Weight, 51 Ibs. 
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BONUS! 


2—‘Suburban’ 


Big 12-Pack Extra $17.90 


Oscillating Sprinkler Assortment with FREE GOODS BONUS! 

No. 7079—-A complete stock of new top quality, top selling Allenco oscillating sprinklers in 
sales-clinching display. Extra Bonus! FREE GOODS for dealer and customers— extra profit 
for you! 


12-PACK ASSORTMENT CONTAINS: List Price Total 


s* 





2—No. 7074 ‘Green Keeper" Oscillating Sprinklers (Including FREE EXTRAS 


) ” 
| : =x - . eo” 
—Faucet Bender and all-brass “Blade’’ Spray—packed with each sprinkler A.) won . | 
—95c value) (@ $13.95 $27.90 Sanne, > FY roe p 
6—No. 7073 Fairway" Oscillating Sprinklers (Including FREE EXTRA— tS Re ——— === 

Faucet Bender, packed with each sprinkler—60c value) (a 10.95 65.70 A iat | ga cette A ate 
4—No. 7078 ‘Medalist’ Oscillating Sprinklers (a 7.95 31.80 ALLENCO . shoence —— o tL Son Somat: p 
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TOTAL LIST $125.40 


PLUS FREE GOODS BONUS: 
1—Colorful 12-Pack ‘Self-Selling Display 
2—No. 7055 “Suburban” All Purpose Sprinklers 
8—Faucet Benders 
2—''Biade”’ Spray 
Sell Bonus Goods for $17.99 EXTRA PROFIT 
(This deal expires January 31, 1961) 


V¥. a. NGM =NE VIN NI Ol Xeun0)-1]e CO., 650 South 25th Avenue, Bellwood, ‘illinois 





SPRINKLERS, SPRAYS, NOZZLES, AND HOSE ACCESSORIES 


ALLENCO 


(colf Green 


SPRINKLER OF THE YEAR—Qreen Keeper 


Top of the line and first in quality. Has trim, low silhouette and 
finished in turquoise and ivory baked-on enamel. Rugged Nylon 
geared water motor completely protected from water flow. Jet- 
type chrome plated spray arm. Leak proof throughout. Sparkling, 
chrome plated steel glider base—very smooth, will not harm turf. 
Eye-catching with free goods bonus. Your sprinkler buy of the 
year—priced right to sell! 


Write for complete catalog No. 236 now! 


W. D. ALLEN MANUFACTURING CO. 


650 South 25th Avenue, Bellwood, Illinois 
(Chicago Suburb) 


S66 Reade Street, New York City 7 —1616 South Santa Fe Avenue, Los Angeles 21 


“watering equipment professional greens keepers use’’ 


ALLENCO 





NEW! SWINGLINE’S === 
SOIT-SELVICE rnc succor 


INCREASES REPEAT STAPLE SALES! 


Staple SU meres 
~ department 


“FREE” 


THE FIRST TIME IN HARDWARE HISTORY! This 
remarkable self-service staple gun depart- 
ment actually promotes more customers into 
buying the famous $4.95 Swingline staple 
gun. 





TURNS RENTAL CUSTOMERS INTO BUYERS! Paves 
the way to more sales because it encourages 
more customers to apply the rental price of 
Swingline’s professional heavy-duty No. 900 
staple gun towards the purchase of the 
$4.95 model! 


FIELD TESTED AND PROVEN ACROSS THE NATION! 
Swingline’s Self-Service Merchandiser posi- 
tively causes innumerable return trips per 
customer. They return to buy refill staples... 
buy other items as well, while inside your 
store. 


DON’T DELAY! This merchandise display is 
yours FREE! Get in on this fabulous profit- 
builder today. Contact Swingline for com- 
plete details. 


#900 Retail $12.50 —_ #101 Retail $4.95 


FOR COMPLETE INFORMATION CONTACT: [mC., LONG ISLAND City 1, NEW YORK 
in Canada: Saxon Office Equipment, Ltd., 156 Evans Avenue, Toronto 14, Canada 

Want more facts? Circle 169, p. 1554 
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Test market dealers report complete sellout in ‘60 


NEW DOW CRAB GRASS KILLE 


“BRAB GRASS 
KILLER 


: ” 
. dina - 
sta cm 


“I knew | couldn’t go wrong with a Dow prod- 
uct. And I was right! Dow’s reputation sold 
me, and I sold my customers on Dow’s tested 
and proved quality. Sales came easy, too.’ 
Richard E. Pearson, West Lake Supply Co., 
Erie, Pa. 


oo 





fA 


“In our store, any display that takes up floor 
space really has to work hard. The Dow Crab 
Grass Killer display paid its own way. I sold 
4 bags to 1 of the other brands I handled.” 
_F. Schuyler Hooke, Sky Hooke, Inc., DeWitt, 
N.Y. 
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_ | Kite” 
“Our sales in 1960 were about 5 times greater 
than in 1959. And I’m sure we'll double sales 
again in 1961. In every yard we checked, we 
could not find any crab grass the following 
season.” Louis Romence, Romence Gardens, 
Grand Rapids, Mich. 


eo 


bi 

eS sy Cilia Ripe ss 

“After my initial order, I re-ordered Dow Crab 
Grass Killer three times. I wasn’t able to get 
any the third time. Next year I’m not taking 
chances. I’m loading my warehouse now.” 
Charles L. Chiecko, Birch-N-Bend Gardens, 
Chicopee Falls, Mass. 


, < 
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~ NOW AVAILABLE IN 14 STATES! 


KIL 


BACK GUARANTEE! 


CRAB GRAS 
KILLERS 


meme ove 


ais 


‘“! used the money-back guarantee to sell our 
customers. I have had no complaints—and no 
returns! Our supply of the large-size bag was 
completely sold out.” R. S. Knapp, Knapp Seed 
and Hardware, South Bend, Ind. 


a Lm. B RdAc. 
“Dow is promoting Dow Crab Grass Killer for the 
local dealer with a hard-hitting newspaper and 
radio campaign. We have had a large increase 
in volume plus complete customer satisfaction.” 
Gorman Ludwig, The Garden Gate, Fort 
Wayne, Ind. 





Michigan Kentucky 
Delaware Connecticut 
New York Maryland 
Rhode Island West Virginia 
New Jersey Virginia 
indiana Pennsylvania 
Ohio Massachusetts 
District of Columbia 


Here’s a pre-emergence 

crab grass killer that really 

works! Developed by Dow, leading 

manufacturer of herbicides for the farm... tested and 
proved superior by leading turf experts . . . Dow Crab 
Grass Killer is guaranteed* to work. What’s more, it’s 
safer for soils and established bluegrass lawns, and you 
can use it on a lawn without fear of its harming children, 
pets or birds. 


Dow Crab Grass Killer really sells, too! In two years of 
test-marketing, it captured up to 70% of the total pre- 
emergence crab grass killer sales—outsold other brands by 
as much as 4 to 1! Dealers in every market reported a 
complete sellout! 


This spring Dow will launch one of the biggest sales pushes 
ever put behind a crab grass killer, with colorful national 
ads in magazines and Sunday supplements, hard-selling 
local newspaper ads and radio spots, floor displays, out- 
door and indoor banners. 


And there’s no financial risk! Each dealer’s original order 
of Dow Crab Grass Killer is accepted on a guaranteed re- 
turn basis. If you want to cash in this spring on the big- 
gest crab grass killer promotion in the industry, mail the 
coupon below. But hurry, dealerships are limited. Do it 
now! 


*Guaranteed by The Dow Chemical Company to control crab grass for a full 
season to the extent of the purchase price. 


THE DOW CHEMICAL COMPANY 
MIDLAND, MICHIGAN 


SELL DOW IN ‘61... mail this coupon today! 


The Dow Chemical Company, Agricultural Chemicals Sales Depart- 
ment, Midland, Michigan. 

Gentlemen: 

Please send me all the facts. | am interested in becoming a Dow 
dealer for Crab Grass Killer. 


Name 





Store Name 


Street 
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WIS Ss 


4 BEST SELLERS FROM THE MOST COMPLETE LINE OF GARDEN TOOLS MADE! 


Only Wiss can offer you such a complete line of garden tools including the best sellers in all categories .. . 
hedge, grass and pruning shears. And you get the big extras from WISS . . . a wide choice of attractive 
displays . . . competitive pricing . . . full advertising support plus publicity and promotion. . . and a brand 
accepted by the consumer as the best in the field. Make sure you keep the WISS best sellers in stock. Better 
yet, keep a full line of WISS quality garden tools on hand at all times. 


WISS ... Biggest name in the business! J. WISS & SONS CO., NEWARK 7, N. J. World’s Largest Manufacturer of Shears, Scissors, Pinking 
Shears, Skalloping Shears, Metal Cutting Snips and Garden Shears. 


NO. 907-G PRUNING SHEARS... 
$3.25! Hy-Power Anvil Pruner 
fitted with non-slip, Emerald Green 
“Comfort-Grip’’ Handles that give 
smooth protection to the hands 
and add to the ease and comfort 
of power-cutting. 





NO. 814-E HEDGE SHEARS 
$5.95! Designed for efficient cut- 
ting performance required by home 
owners who want the best. Special 
shock absorber. Fully hardened 
and tempered. Bottom knife blade 
is serrated and notched. 


NO. 224-T LOPPING SHEARS.... 
$6.95! These heavy duty, extra 
long shears, overall length 3034” 
cut thick, hard to reach branches 
with ease. High power blades open 
up to full 2” diameter. Sturdy ash 
handles. Over-sized steel ferrules. 


Want more facts? Circle 171, p. 155A 
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NO. 701 GRASS SHEARS 

$2.75! Easiest cutting grass shears 
made. Noiseless, light action cuts 
toughest grass easily. Knife-edged 
blade, hardened and tempered for 
lasting keenness. Red vinyl ‘‘Com- 
fort-Grips.”’ 








—and Gering’s complete 
line of hose 
for every need make 
customers stop... 
want... buy! 


TURF Mirror Finish GARDEN HOSE : “ ‘ ’ BP GERING 3-tube 
All new! Promotionally priced with the Seal of Quality! Silver Award Winner y SPRINKLERS 


* ay ‘famous “White 
Every Gering Brand Garden Hose has won awards for labeling that moves goods! Spray Guide 


mt shows top side! 
EVERY HOSE TYPE... EVERY PRICE LEVEL! Gar- [one oN ‘2 


den hose from popular-priced TURF Brand to the . “<) LAWN SOAKER- 
deluxe Nylon tire-cord Reinforced; famous 3-tube 4 ::) a SPRINKLER 
Sprinkler hose; promotional Soaker-Sprinklers. ane ye ro tices So : Soaks and 
EXCLUSIVE L.P.A. BOOSTER INGREDIENT! Proven Gaal nner _ penta 
to give added Life, greater Performance, superior = 
Appearance to every hose! 


Ay 
wor as ADVERTISED wie 


WRITTEN UNCONDITIONAL GUARANTEE! All- 
spelled out — nothing hidden! 


Profit from the brands quality-packaged and quality- 


made to give you the selling edge. Write Gering 
today for the details. 


GERING 


Sa 


Division of STUDEBAKER-PACKARD CORP.. Gering Mirror Finish GARDEN HOSE = GERING Reinforced GARDEN HOSE 
Kenilworth, N. J. Most popular! Made of flexible Strongest! Close weave, nylon 
vinyl plastic! tire-cord construction! 
VISIT OUR N. Y. SHOWROOM: 1150 BROADWAY, NEW YORK, N. Y. 
Want more facts? Circle 172, p. 155 
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HOW TO USE MALATHION 
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TAKES THE FUSS. MUSS ~ | 
OUT OF BUG CONTRO FULL-COLOR BUG CONTROL Gus i} « THIS ALI 
INSECTICIDE 


Hands out leaflets wl ssh MALA 
giving complete so 
information on 


garden insect control 
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DO YOU SPEND 
MORE TIME 


EXPLAINING INSECTICIDES 
THAN SELLING THEM? 


This malathion display can turn a customer into 
an “‘insecticide expert” on his time... not on yours! 


This 1961 malathion display is yours 
— FREE. It gives your customers the 
facts on insects and insect control 
... facts they need to protect their 
whole garden from insects — with 
malathion. 

You don’t need to take time to 
educate your clerks on insect con- 
trol. They don’t need to take time to 
educate the customers. This display 
gives your customers the informa- 


44 (4 J 
* AN INSECTICIDE 
MAKES THE 
DIFFERENCE! 
Displays any tee 3 
insecticide 
containing 


malathion VISIT OUR PESTICIDE DEPARTMENT 


INSECTICIDES 
MAKE ANY 
GREEN 
THUMB 


VISIT OUR PESTICIDE DEPARTMENT 


FREE ! Take another minute. Send for 1961 malathion display, leaflets, and stickers. 


tion they need... without tying you 
up before the sale. 


Display creates sales 
This full-color, working display 
takes only 20 inches of counter 
space. It hands out free leaflets that 
let your customers take home all the 
information on the display. Pockets 
for the malathion insecticides and 
insecticide applicators you stock and 


Post these 
reminders 
(7" x 74"), 
and increase 
all your 
pesticide sales 


A REMINDER... 


WE PROTECTED 
THESE PLANTS 
AGAINST. NSECTS 
AND DISEASES 


KEEP THEM HEALTHY 








VISIT OUR PESTICIDE DEPARTMENT 


American Cyanamid Company, Agricultural Division, N.Y. 20, N.Y. 


Name 


sell produce profitable tie-in sales. 
Small wall and shelf posters pro- 
moting use of insecticides are in- 
cluded to attract customers to your 
pesticide department. 

Again this year, malathion will 
be promoted by Dave Garroway on 
the Today Show and in national 
magazines. Take advantage of this 
advertising — tie in with this 1961 
malathion display. 


Ls 
BUG 
TAKE THE FUN 
OUT OF 
OUTDOOR 
LIVING 


a 
' 


VISIT OUR PESTICIDE DEPARTMENT 





INSECTICIDE 


VISIT OUR PESTICIDE DEPARTMENT 





Address 
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FROM PORTER-CABLE: 


YOUR LONGEST AND MOST 
PROFITABLE LINE FOR 1961 


headed by the sensational 


VARK 1 SUBURBAN TRACTOR 


mm Only the Porter-Cable Mark 1 has all these sales-building features: heavy- 
alk duty 5% hp engine fully-geared automotive transmission, automotive 
shift, 3 speeds forward, neutral, reverse; combination clutch and brake 

pedal; fingertip steering; rugged cast-iron 
front axle; all-steel body; articulated front 
axle for maximum stability; fingertip con- 
trols; big pneumatic tires... plus optionals 
and accessories such as the ‘‘Floating’’ 3- 
point hitch, plows, mowers, harrows, rollers, 
sweepers, and other attachments. The Mark 
1 has more for sure! For sales! 


~,’ 


¥ 


REMEMBER: With Porter-Cable you always get the most in full-profit, 
high-power sales and advertising promotion, and customer satisfaction. 


PORTER-CABLE MACHINE COMPANY 


1024 Marcellus Street, Syracuse, N. Y. 


Want more facts? Circle 174, p. 155 
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Soil Test Kit Sales Are Booming 
to Both Gardeners and Farmers! 


| pe years all leading Garden Magazines have been publishing feature 
articles about the advantages of Soil Testing. Farm Magazines also, 
because a Soil Test Kit gives farmers a bigger income. It makes better gar- 
deners too. 

25 full-page advertisements on Sudbury Soil Test Kits have been published 
in national magazines within the last six months, pre-selling your prospects. 

Garden lecturers and newspaper garden editors are advocating their use. 
Vo-Ag Schools are using them in their classrooms and on field trips. 


Get These High-Profit Sales in '61 


— AND EVERY SOIL TEST KIT OWNER THEN BUYS 
MORE FERTILIZER, SEEDS, PLANTS, TOOLS, ETC. 


Easy, as Reading a Thermometer Ful] 40% Discount 


orated Steel Chest. A beauty that has real 
class, counter appeal, pride of ownership. LIBERAL ADVERTISING ALLOWANCE 


Gives bigger, better flowers, vegetables, lawns. ° 
150 10-minute tests for nitrogen, phosphorus, These Kits Sell All Season 
potash, lime. Sells itself at $18.95. (PEAKS MAR.-JULY, NOV.-DEC.) 


Green Thumb Gardeners Model. Plastic case, . 
csclais. cuius tutte, Uk an en, Ge Free Counter Displays, Folders, Mats, etc. 


Home Gardener Model. Plestie ease, makes Write for Special Prepaid 
20 tests, big impulse item for beginners. . 

After using, many buy the $18.95 size. $3.98. nena eerie Offer Today 
DeLuxe Lifetime Model for Farmers and Top SSOSsSSeeeeeeseeeononeey 


Gardeners. saan ene caer gar makes 300 Sudbury Laboratory, Box 1352, Sudbury, Mass. 
tests. Also for professionals. 9.95. 
— ” “ “1 Send Special Offer and Details on Soil Test 


Sudbury Kit Dealer Profits, Selling Aids, ete. 
SOIL TEST KITS 


Sudbury Laboratory, Box 1352, Sudbury, Mass. 
World's Largest Makers 


OVER V2 MILLION NOW IN USE RSE 


i 
Fen oe oe ee ee ee ee ee ee ee ee ee 
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Remarkable New Product 


NOW —YOU CAN REMOVE OIL STAINS FROM... 


TERRAZZO — CONCRETE — sateen 
CERAMIC TILE — STONE 


( 4 paso V . pa 
ea A guaranteed seal 
nd of approval. This 
<= ; product has been 
Sp eege tested and 
: === @. approved by an 
og independent re- 


search laboratory. 





“Ole. 
With this new miracle Oilrid, your oil stains sie cilia a | | i | 
vanish. Never before has this been possible. hs , — re 
The market for this product is overwhelming. — 
Order a can now and discover for yourself » OILRID, INC. 
the magic of OILRID. s Box 2177 « Dept. C « Hollywood, Florida 


Dealers — Make your inquiries today. i have enclosed $ 


Retail Price — Quart $1.39 Gallon $3.98 . Please send me quarts/gallons of Oilrid. 
| agree to pay all shipping charges. 








Mail the attached coupon for 
prompt delivery. All orders C. QO. D. Name of Firm 


OILRID, INC. street address 


Box 2177 « Dept. C * Hollywood, Florida 2 
; City SS 
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Fd 
= 














HARDWARE AGE, February 9, 1961 ¢ 137 





NEW! 


Ski! DeLuxe Shrub & Grass Shear, 
Model 931—only $3 495 


No. 25173 Roller-Handle $5.00 
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Gets under fences 
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Edges grass neatly 





ae a ae : 
2 < 


SAIL ANNOUNCES NEW LAWN & 
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Skil Heavy-Duty Shrub & Grass Shear, 
WV Toke [-) Mey4: Perolalny $A A495 


No. 21247 Roller-Handle $5.00 


: Th 
‘ ~~ ‘€, 


OO BE eS 


Shapes, trims shrubs 


NEW! Full 50% mark up, new lower price models, new 


This new Skil Lawn and Garden line has everything you 
need for real turnover and bigger profits. 

Both Shrub and Grass Shear models incorporate Skil’s 
revolutionary new scissors-action blade that can’t throw 
stones or dirt, for truly safe operation. Both Hedge Trim- 
mers have a full 14'%6” blade with foliage gripping, 
scalloped teeth to cover more area, cut cleaner and faster. 
And now Skil offers you two lower price Deluxe models to 


broaden your market even further, with an easy step-up 
to the Heavy Duty models. 

But that’s not all. Now Skil gives you a full 50% mark up 
on all four models in this fast-moving, competitively-priced 
line. Your profits are even bigger when you purchase the 
new 3-Ft. Profit Center Display (see right). Don’t miss 
this real money making opportunity. Call your Skil 
wholesaler today ! 


Want more facts? Circle 177, p. 155 














NEW! Skil 
LAWN & GARDEN 
PROFIT CENTER 


S'T-prer- | Coualiale mm ol-1aaar-lal-1a) @ell-te)- Vm iol ant. te 
making demonstrations. shows off 
complete line. Heavy-duty wood-and- 
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NEW! 


Skil DeLuxe Hedge Trimmer, 
Model 527—only $3495 








hgh Skil Heavy-Duty Hedge Trimmer, 
a | Model 513—only $4495 





PROOF OF PROFIT 


on Skil No. 22508 Lawn & Garden Profit Center 


Total 
Description Retail 


H. D. Shrub & Grass Shear 
H. D. Hedge Trimmer 
Deluxe Hedge Trimmer 
Deluxe Shrub & Grass Shear 
Roller Handle (for No. 529) 
Roller Handle (for No. 531) 
H. D. Shrub & Grass Shear 
H. D. Hedge Trimmer 

Profit Center Display 


_— 


GARDEN 


— ow mw AD AD A) AD 


sales-making display! $339.60 | $216.48 
Your Regular Cost-tools and display $276.42 
Your Special Cost (over 36% Profit) $216.48 


Your Profit (with 57% Markup) $123.12 


Pius $50.00 Display 


Color ads of Skil Lawn and Garden tools will appear in 
Look Magazine (May 9, June 20) and the Post (April 22) 
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the ROCK’N RAIN 

7 WAVE-IMPULSE SPRINKLER 
“FLIPPER” ASSURES 


EVEN WATER 3 
— PATTERN LENGTH 
DISTRIBUTION — ' 5 CONTROL 





EXCLUSIVE | ai HYDRO-JET DRIVE — THE 
: 7) POWER IS IN THE NOZZLE 


. “a | & ff NO GEARS TO CLOG 


ROCKING ACTION 


PATTERN WIDTH 
CONTROL 


A 
SHERMAN 


FIRST! a 3 HEAVY 
, *»~ ee, RUST-PROOF 


e Newer than new — BASE 


the all-purpose sprinkler! 
Exclusive Sherman Design— 


Rust-proof automotive-type See ay 
finish gs ~The Rock’n Rain — new in design — new in concept. 


Hydro-jet Drive! Sherman has combined the best features of America’s two most popular 

Trouble-free operation! sprinklers — the conventional gear-type oscillating and the impulse-type. 

Pattern length and The special Hydro-jet drive powers the Rock’n Rain using only a fraction 

width control | of the water required by conventional oscillating sprinklers. For the first 

Advanced styling — time, dual adjustments contro! the width of the spray as well as the length 

precision engineered! — exclusively with Rock’n Rain. It is the one truly all-purpose sprinkler 
available today! 


NOW READY! NEW for ’61 WAVE-KING 


NEW 1961 SHERMAN LAWN HOSE i America’s 
GOODS CATALOG! It’s loaded with new ime Lowest Priced 
and improved products that mean PROFITS Ls Wave Sprinkler! 


for your lawn and garden department! 
ONLY $2.95 
list 


H. B. SHERMAN MANUFACTURING CO. 
Battie Creek, Michigan 


Want more facts? Circle 178, p. 155 
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rae RAINGER 


AUTOMATIC LAWN SPRINKLING AT MODERATE COST! 


The RAINGER—brand new from Sherman! It walks as it waters, 


a A oO) ae 


faithfully follows hose in any desired pattern, then shuts itself off 
when the job is done! The new RAINGER is quality-built for years 
of trouble-free service. Its modern, functional design and rust-proof 
finish make it a welcome addition to any well kept lawn! 


e WALKS AS IT WATERS— e INTERCHANGEABLE 
SHUTS OFF WHEELS PROVIDE 
AUTOMATICALLY! TWO-SPEED 

OPERATION 
@®POWER TO SPARE— 
TRACTOR-TYPE @ POSITIVE PAWL DRIVE 
WHEELS GENTLY FOR SMOOTH TRAVEL! 
GRIP LAWN 
@SPRINKLES AREA 50’ 
BY 200’ (or more)! 


> 


al 





— 


AMERICA’S FINEST TRAVELING PAIR! 


The TRAVELER 


IT WALKS, WATERS, WINDS UP HOSE, SHUTS 
ITSELF OFF! THE ONLY ONE OF ITS KIND! The 
Traveler meets the needs of modern suburban living 


through superb automatic performance! 


It travels up to 200’, laying down the equivalent of 1” 
soaking, gentle rain. When the sprinkling chore is done, 
the hose is neatly coiled and ready for convenient storage 
until needed again. 


@eIDEAL FOR HOMES, INSTITUTIONS, FAC- 
TORIES—WHEREVER A LARGE LAWN DE- 
MANDS THE FINEST CARE! 


@POWER TO SPARE—2600 to 1 WHEEL/ 
SPRINKLER HEAD RATIO 


@BEAUTIFUL FINISH—AUTOMOTIVE-TYPE 
BAKED ON ENAMEL 


@ PRECISION ENGINEERED—BUILT FOR YEARS 


7 
OF DEPENDABLE SERVICE! : NOW READY! 


NEW 1961 SHERMAN LAWN HOSE GOODS CATALOG. 
It’s loaded with new and improved products that mean 


PROFITS for your lawn and garden department. 


H.B. SHERMAN MANUFACTURING CO. 
Battle Creek, Michigan 


_ Want more facts? Circle 179, p. 155 
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designed into the slimmest, pretti- 





est bath scale you can buy. It’s 


only 1%" high—a precise instru- 


ment of exquisite beauty with mag- 
nifying dial . . . dual-purpose han- 
dle... your Choice of 6 decorator 
colors all with flattering embossed 


gold-finish trim. 





Health-O-Meter Model 57 


The BIG news in bath scales is the sensational ‘‘pick itup... 

stand it up’’ feature of all Health-O-Meter models! Yes, a// three 

are ‘‘stand up” bath scales ...and there's no increase in price 

for this fast-selling feature! 

Model 57 (above) Health-O-Meter’s finest. Vinyl mat, 300-lb. capacity, 6 
Health-O-Meter Model 47 decorator colors. Retail price: $10.95 


Model 47 (top left) Same features as Model 57, with 2-tone vinyl mat. 300- 
lb. capacity. Retail price: $8.95 
Model 37 (bottom left) Top quality at budget price. Low silhouette, large 
platform, 300-lb. capacity. Retail price: $6.95 

Prices slightly higher far West 


i 


HEALTH-O-METER 


Health-O-Meter Model 37 SGusranteedby > America’s weight watcher since 1919 
Good Housekeeping 


*o> e\ 
45 apveatisco 


CONTINENTAL SCALE CORP. + 5701S. Claremont Ave., Chicago 36, lilinois 


Want more facts? Circle 180, p. 155 
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WARM UP SPRING SALES WITH THIS 
SPECIAL DEAL ON WELDWOOD EX7ERIOR FINISHES 
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FREE! 


This sales-boosting Weldwood® Counter Display 
is yours—free—when you take advantage of this 
special spring offeron these fast-selling Weldwood 
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Exterior Finishes at the standard 40% discount, 


10% DISCOUNT 


Just order—One case of 6 qts. of Weldwood Exterior Spar 
Varnish and two cases, 6 qts. each—of Weldwood Exterior 
Stains (Redwood, Driftwood, Sierra, or Cascade). 
DEALER PROFIT 

Retail Value Merchandise. ...........+++++++$39.30 
Dealer Cost Merchandise .........eeeee+ee+++ 21.22 
Dealer Profit Merchandise.............+++++-$18.08 
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Your selling efforts are backed up by national advertising in 
Better Homes & Gardens, American Home, Popular Mechanics, 
Popular Science, Mechanix Illustrated, and leading business 
papers read by your professional wood-finishing customers. 


~_ 
a 


Free Counter Display (12” x 19’) is a permanent 
selling tool. It features 6 real wood samples to show 
your customers the excellent effects they can get with 
Weldwood Exterior Stains and Spar Varnish. 
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Weldwood Redweod Stain Weldwood Sierra Brown Stain 


Weidwood Driftwood Stain Weldwood Cascade Green Stain Weidwood Exterior Spar Varnish 

Provides a high-gloss surface 
unexcelled for clarity, elastic- 
ity, and resistance to discolor- 
ation, checking, fungus, even 


in severe weather. 


All four of these Weldwood Exterior Stains give long-lasting beautiful effects. Perfect for siding, trim, 
fences, carports, patios, furniture and boats. Use on redwood, cedar, cypress, fir, pine and other exterior 
woods. Stains resist fading because each !s a deep-penetrating, hard-drying formulation of oils. resins. 
and pigments. They're easy to apply, too. 
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United States Plywood 
Dept. HA 2-9-61, 55 West 44th Street, New York 36, N.Y. 
Please rush me my free counter display with the supply of 
Weldwood Exterior Finishes at the speciai price of $21.22 
_} 1 case quarts—Weldwood Exterior Spar Varnish 
case quarts—Weldwood Redwood Exterior Stain 
case quarts—Weldwood Driftwood Exterior Stain 
case quarts—Weldwood Sierra Brown Exterior Stain 
case quarts 


WELDWOOD 


Weldwood Cascade Green Exterior Stain 


C) Bill me C}) Bill my jobber 


Products of United States Plywood 


HURRY! Act now while this special offer lasts. Clip out and mail the 
coupon to order your free counter display with a supply of Weldwooc 
Exterior Finishes at the 50% discount. Offer expires March 15, 1961. 


Jobber's address 


Laseaseeseceeseeseseeeeeeweoweoessosesocossod 
Want more facts? Circle 181, p. 155 
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ODE TO MODERN DESIGN 









His pots and pans and garden tools 
Were stacked from floor to ceiling, 
And in just six months, his wooden shelves 


Were broken down and peeling. 























An M&D expert came along In just one year his stocks increased, Andpeopleboughtmore pots and pans. 
And started supervising And business grew and grew, They're easier to see. 

New lights, new fixtures, wider aisles, And M&D fixtures, made of steel, Modern Design made it happen 
All part of modernizing. Held up as good as new. And Modern Design means M&D. 


MORAL: Modern Design makes’em spend...and Modern Design means 


M&D Zs TtTORs: PHA tT VRS Sy tw Cc. 
245 No. Vineland Ave., City of Industry, Calif. «© 6 No. Michigan Ave., Chicago 2, Illinois 
Want more facts? Circle 182, p. 1554 _ - Want more facts? Circle 183, p. 155> 
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Twenty-four insertions in the nation’s eight most power- is packed in beautiful full color polyethylene packages, 
ful consumer magazines! Here’s promotion power that shipped in impressive display cartons complete with dra- 
WILL move new Jiffy Planter customers to your store, matic window streamers. 
that will spark repeat business for you from last year’s If you want them, hard-sell newspaper mats are avail- 
customers. To add even more sales power Jiffy Planter able, too! 

A proven 15 foot mat preplanted with over 1,000 premium 
annual flower seeds and instant Vigoro — all for just 98¢ 


In three easy steps anyone, any age, anywhere can Jiffy Planter. 1. Loosen top soil 2. Roll out Jiffy Planter 
enjoy a harvest of beautiful flowers all summer long with 3. Keep well watered. 


Order now — before the promotion breaks! Available in both Cut Flower and Edging Mixture. 
see your wholesaler, jobber, or write direct. 


UNION WADDING COMPANY 


PAWTUCKET, bd RHODE ISLAND 
SINCE 18636 











2% 


BEST FOR LOVE NEST! When you figure that one out of every three 


power drill owners is a Black & Decker customer-it’s no wonder that 1,445,000 


new families and 1,378,500 new homes a year make a big sales opportunity 
pie for Black & Decker retailers to slice! B&D’s tremendous brand preference 
makes the difference. So may we pop the question: Ave you getting your share 


of all the new Black & Decker business in your town? 


Black e« Decker: 


—best known tool brand in the land 


Want more facts? Circle 184, p. 155A Want more facts? Circle 185, p. 155> 
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NEW FROM HEAD TO TOE-MEL 


We don’t blame you for being surprised. You sold more Melnor 
sprinklers last year than ever before. (How could you miss, with net- 
work TV and national advertising?) And yet, Melnor makes sweeping 


THE HANDSOMEST SWINGIN’ SPRAYS EVER! See the sculptured lines and gleaming colors of 
Melnor’s completely re-designed wave sprinklers—the big 880 at the top, plus the new 720 
and 610 heading the Melnor line-up. And by popular demand, the top-selling 525 makes a 
return engagement. Next is MELNOR’S NEW TURRET, the most versatile sprinkler ever made! 
It waters wide and narrow strips, rectangles, and squares—with just a twist of its four-position 
turret! Then comes MELNOR’S SENSATIONAL PULSATOR, the sprinkler that spurts long drinks 





See back of fold-out for famous Early Bird Specials—with more Free be 





NOR’S GARDEN LINE FOR I96I! 


changes right down the line for 1961. With big improvements in almost 
every model, and another spectacular ‘Il'V schedule coming up, is it 
any wonder Melnor is the No. 1 sprinkler on America’s lawns today? 


small, square-shaped lawns, MELNOR’S SQUARE gives ideal watering at a budget price. 

And rounding out Melnor’s line are the big-demand REVOLVING SPRINKLERS, designed to give 
your customers efficient watering at lowest possible cost. Melnor even gives hose accessories 
a new look—with BRIGHT NEW FULL-COLOR SKIN PACK CARDS and a NEW 3-SIDED DISPLAY 
RACK. You get more and faster impulse sales in the same compact counter space. 


- 


lnKIerS Uldli ever. 





MELNOR GIVES YOU FREE SPRINKLERS IN 


TWO “EARLY BIRD" SPECIALS | 


Buy an assortment of these... - No. 78 Assortment of Wave Sprinklers with 
= a Free Bonus of Three Great Sprinklers! 


(3) No. 525 Swingin’ Sprays @ 5.95 each.... 17.85 — 
(3) No. 610 Swingin’ Sprays @ 7.95 each... 23.85 
(3) No. 720 Swingin’ Sprays @ 9.95 each.... 29.85 
(2) No. 880 Swingin’ Sprays @ 12.95 each.. 25.90 


FREE BONUS 


(1) No. 650 Square Sprinkler @ 2.49 each.. 2.49 
(1) No. 675 Turret Sprinkler @ 3.95 each.. 3.95 
(1) No. 950 Pulsator Sprinkler @ 7.95 each 7.95 


TOTAL RETAIL VALUE: 111.84 
DEALER COST: 58.47 
DEALER PROFIT: 53.37 


48% DEALER PROFIT! 


No. 89 Assortment of Specialty and Revolving 

Sprinklers with Free Bonus of Two 3-arm 

Revolving Sprinklers! 

(2) No. 650 Square Sprinklers @ 2.49 ea 4.98 

(2) No. 675 Turret Sprinklers @ 3.95 ea..... 7. 

(2) No. 860 Revolving Sprinklers @ 3.49 ea. 6.98 

(1) No. 910 Revolving Sprinkler @ 5.95 ea... 5.95 

FREE BONUS 

(2) No. 810 Revolving Sprinklers @ 1.95 ea. 3.90 

TOTAL RETAIL VALUE: 29.71 


DEALER COST: 15.48 | 


48% DEALER PROFIT! 4 





NEW BONUS ASSORTMENT OF 


SEE 'N SELL ACCESSORIES! 


Melnor’s See 'n Sell Accessory line now 
in fast-moving, self-selling full color skin- 
pack cards. This new assortment comes 
with a FREE 3-sided revolving wire rack. 
No. 160S — 82 individual pieces including 18 


different items, with FREE three-sided 
counter display rack. 


TOTAL RETAIL VALUE: $65.18 
DEALER COST: 41.28 
DEALER PROFIT: 23.90 
Retail value of wire rack: $4.00 
ORDER NOW FROM YOUR MELNOR DISTRIBUTOR! 





P WEE: ET. NW © E® INDUSTRIES, INC. 
MOONACHIE, NEW JERSEY 











But lady, we do carry GENERAL ELECTRIC Fans! 


it’s a proven fact that 7 out of 10 potential fan cus- 
tomers prefer General Electric Fans.* 

When the hot summer sun blisters the pavements, 
tension builds up. . . nerves tighten. 


Customers loot cookie jars, rob banks (Junior’s, of 


course!) and hurry down to their dealer’s— YOU — 
to get the General Electric Fan of their dreams. What 
happens when they don’t see it right away? They 
break up! Who can take it! 

So, play it safe two ways: First, stock up on those 
dependable General Electric Fans—-the brand cus- 
tomers are pre-sold on. Don’t forget, General Elec- 
tric’s Written Warranty gives you extra selling power 


—extra servicing benefits. 

Second, put up lots of those traffic-stopping dis- 
plays so your customers will know that you carry 
those dependable General Electric Fans. Then, they 
won’t get nervous. You'll sell a lot more fans, too! 
General Electric Co., Automatic Blanket & Fan Dept., Bridgeport 2, Conn 


*In a national survey of 13,438 adults by Daniel Starch and staff, reported in 
May 1958, 67°; of those who mentioned a specific brand stated a preference 
for General Electric Fans. 


Progress /s Our Most Important Product 


GENERAL @@ ELECTRIC 


Want more facts? Circle 186, p. 155 
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Buying Check List 


of new hardware items 


Keep up to date. Check these new items 


Each item in the following pages has a number above it. When 
you want more details about an item, just circle corresponding 
number on postcard on page 155, and mail 


Item 1 


Deluxe rotary lawn mower 


Homko Thunderbird, Model No. 
1227, 22 in. self-propelled rotary 
lawn mower can be adjusted to six 
speed settings to meet various 
mowing situations. Blade speed re- 
mains constant when set, retaining 
lean 
i 


its cutting power when mowing 
tall or thick growth. Other features 
include instant spin-start with 
fingertip safety release, all-steel 
construction, Flexor biade with 
lifetime crankshaft guarantee, cut- 
ting wheel adjustment from ' to 
$3, in., air cleaner, muffler, 3 hp 
4-cycle engine, side discharge chute, 
balanced wheels, stand-up handle, 
fingertip clutch and choke-o-matic 
throttle. A leaf mulcher is includ- 


152 © HARDWARE AGE, February 9, 1961 


ed, and a grass catcher is available. 
Thunderbird retails for $159.95. 
Western Tool & Stamping Co., 
Dept. HA, Des Moines, Iowa. 


Item 2 
Garden tool merchandiser 


This GTR-30 Spot merchandiser 
displays 30 Green Thumb garden 
tools in the fastest selling patterns 
in 24 x 36-in. of floor space. Can 





be used inside or outside of store 
as it rolls easily on casters. Deliv- 
ered price, with 30 tools in 12 pat- 
terns, is $68.06 in the East; $69.72 
in the West. Union Fork & Hoe 
Co., Dept. HA, Columbus 15, Ohio. 


item 3 
Wave-type lawn sprinkler 


The Wave King, a wave-type 
lawn sprinkler, has only one moving 
part. There are no gears or motor 
to stick or clog. Its simple, modern 


design is rustproof and has an 
automotive finish. The Wave King 
sprinkles an area of 35 x 35 ft. 
H. B. Sherman Mfg. Co., Dept. HA, 
Battle Creek, Mich. 


Item 4 

Broad-leaved weed killer 
Here’s a weed killer for dande- 

lion, plantain, ragweed, and other 

broad-leaved weeds. Applied from 

an aerosol can, the Jet-Stream pin 





Here is a quick Check 
List of items described 
in the following pages 


points weeds as you walk. No 
stooping or mixing is necessary. 
Called Walk ’n Weed, it retails for 
$1.98. Lynwood Laboratories, Inc., 
Dept. HA, Norwood, Mass. 


Item 5 
Gasoline-run camp stove 


This Thermos camp stove will 
appeal to summer cottage dwellers, 
picknickers, campers, hunters, and 





Quick Index 


to Buying Check List 





PAGE 


[]} Deluxe rotary lawn mower 152 
[] Garden tool merchandiser 152 
[] Wave-type lawn sprinkler 152 
[] Broad-leaved weed killer 152 
Gasoline-run camp stove 153 
3-hp deluxe garden tiller 153 
Adjustable reel mower 154 
18-in. lawn spreader . 154 
10-gallon power sprayer 154 
Stainless steel grills .. 154 
S-shaped rotary mower blades 154 
All purpose chef's knife | .. 154 
9-piece beverage caddy set 158 
Pneumatic door closer 158 
Display for batteries 158 
5-piece power saw blade kit 158 
Promotional appliance line 158 
Kitchen cupboard organizer 

Scrubbless leather cleaner 

Bath, dressing room ensemble 

Aluminum level, 2-ft rule .. 

Two fastener assortments 

Decorated insulated tumblers 

12-round .22 caliber rifle 

Push-button display card 

Windshield de-icing agent 

Clamp-on drill guide . 

Porcelain finished ash trays 

Portable screened sun porch 

Fireplace starter kit 

Textured metal stove mat 

Plastic tape dispenser 

Ball bearing drive for mower 

Economy kitchen clock 

[] Magnetic cabinet catch 

[] New household cement tube 

[] All-purpose cleaning unit 
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[] Casting reel display . 

[] Double cylinder key lock 

[] Dinnerware line expanded 

[] Door latch-strike display . 

[] Compact charcoal grill 

[] Hacksaw blades pack .. 

[] Shampoo converting unit 

[] All-steel scratch awl 

[] 28-gauge Magnum shotshell 

[] Whistling tea kettle 

[] Flip-action handle locks 

[] Glassware line expanded 

[] Decorative alarm clock 

[] Salad and dessert mold 

[] Cam-locking foregrip .. 

[] Penlight mercury battery 

[] Antenna accessories display 

[) Electric marking tool .. 

[] 3-speed portable mixer 

[] Portable pole planter 

[] Sponge cloth display rack 

[]) Cleaner for hard floors 

[] Vinyl pipe insulation 

[] Quick release wrench plier 

[] Instant window de-icer . 

[] Radial drill press bulletin 

[] Fan catalog 

[] Fishing tackle catalog 

[] Barbecue grills catalog 

[] Pruning guide 

[].Credit plan brochure 

[] Spincasting brochure 

[] Trailer hitch catalog 

[] Metal box, cabinet bulletin 

[] Replacement blowers & parts 
catalog... 

[] Repair material bulletin 





fishermen. It operates with gaso- 
line, eliminating special fuels or 
white gas. Adjustable air shutter 
makes it suitable for high or low 
altitudes. It also has multi-position 
screens, raised grill and rounded 
corners for easy cleaning. Two- 
burner model (shown), with 2 pt 
fuel capacity good for 4 to 5 hours’ 
use, retails at $28.50. A _ three- 
burner model, with 2% pt capacity 
good for 3 to 4 hours’ use, retails 
at $34.95. American Thermos Prod- 
ucts Co., Dept. HA, Norwich, Conn. 


Item 6 
3-hp deluxe garden tiller 


This Turfmaster Deluxe Tiller is 
one of two garden tillers in the 
1961 Turfmaster line. It has a 3-hp 


Briggs & Stratton 4-cycle engine 
and is equipped with power reverse. 
The 14-in. diameter bolo type tines 
are adjustable in tilling width from 
12-in. to 22-in. Additional tine ex- 
tensions are available for a maxi- 
mum width of 32-in. The unit has 
10-in. diameter wheels and the han- 
dle is adjustable to three positions. 
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SELL “EM? 
SHOW “EM! 


Specialization pays off, not only in merchandise but in 
display as well. Here’s how Maloney’s Hardware, Bee Ridge, Fla., puts 
unusual displays to work to tell its trade 


about its product specialties and depth of assortments. 


Dealer Maloney finds big volume and profit in picture 
frames and ceramic tiles. The specialty treatment is 
given both lines through wide assortments that are 
emphasized by generous displays. 


Home built fixture of dowels and scrap lumber shows 
12 sizes of shutters in depth of stock. Stacked by size 
and width, customers help themselves with ease. Fixture 
holds some 250 separate pieces. 
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EMPLOYEE RELATIONS 


2? 
Right or wrong ?! 


How would you solve these employee problems? 


Here is the second review of true-life case histories of 
employee problems. How would you solve them? The 
decisions of the arbitrators who handled the cases are 
given to permit you to check your opinions with their 
decisions. Names of the principals have been changed. 
Readers who want actual case citations can obtain them 
by writing Hardware Age. (For first review of case his- 
tories, see HA, Jan. 12, p. 54.) 


The problem: Can you fire an employee for stealing 


when the criminal charge against him has been dis- 
missed? 


What Happened: 


The plant-protection department received a phone 
call which hinted that Harry Smith had stolen some 
materials from the company. Management asked a 
deputy sheriff to search Smith’s home. One item was 
found which had the company initials stencilled into 
it. 

When Smith was questioned, he first admitted— 
and then denied certain thefts. His son-in-law’s testi- 
mony was damaging. “Sure Pop took some things 





from the company. Why, you can see the cut in the 
company 8 fence where he passed them through.” 
When the plant-protection crew investigated, they 
found the cut in the fence. 

The company filed criminal charges against Smith, 
but these were dismissed for lack of sufficient evi 


dence. At the same time, the company suspended 


and then discharged Smith. He protested his dis- 
charge indignantly: 

(1) The dismissal of the criminal charges against 
me shows that the company’s accusations aren't true. 

(2) The items which were supposed to be stolen 
could all have been part of the batch of used items 
which I purchased. 

The company supported its disciplinary action by 
arguing that it has the right to make its own assess- 
ment of the evidence against the employee. 

Was the Company Right © Wrong © 
What Arbitrator J. A. C. Grant ruled: 

“The company is justified in asserting its right to 
evaluate the evidence itself. The district attorney’s 
decision not to prosecute frees the accused of the 
criminal charge, but cannot shield him from dis- 
ciplinary action by his employer. Harry Smith was 
dismissed for proper cause.” 


The problem: Can an employee get sick-leave pay for 
the time spent having a physical examination? 


What Happened: 


“T’ll have to take Wednesday off,” Bob Humphries 
said to his supervisor on Monday. “I’ve got to go see 
the doctor. | made the appointment a month ago.” 

“Okay, the work load for this week looks pretty 
normal,” said the foreman. “You’re not sick, are you?” 

“No,” answered Humphries. “I’m not sick but I 
think I better get a general check-up. You know how 
it is. I’ll get sick-leave pay for the day, won’t 1?” 

“No, I don’t think you’ll get paid for the day.” 

When Humphries returned to work on Thursday he 
gave the foreman a company form signed and dated by 
the doctor stating that Humphries “was ill and under 
my care ...and unable to work.” When the foreman 
again asked him if he’d been sick, Humphries said 
“No.” Later the superintendent asked him if he'd been 
sick. “No,” he replied. “But my legs have been troub- 
ling me. | was afraid I might have arthritis. It’s a 
relief to know nothing is wrong with me.” 

The company ruled that Humphries was not entitled 
to a day's sick pay—so he filed a grievance with these 
arguments: 

(1) The agreement says “an iliness must be certi- 
fied by a licensed practitioner before payment will be 


Continued on page 76 
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BUYING CHECK LIST 


Want more details? Just circle item number on p. 155 


Weighs approximately 140 lb. 
Dille & McGuire Mfg. Co., Dept. 
HA, Richmond, Ind. 


item 7 
Adjustable reel mower 


The E-Z Wheel 17 in. reel-type 
mower, No. 17B-1, has a Hi-Lo- 
Matic cutting height adjustment. 


Height range is fixed by a simple 
roller bracket adjustment. The fine 
adjustment is made with the finger- 
tip spring-loaded selector. Seven 
heights can be set from %% in. to 
3 1/16 in. The mower has a chrome- 
plated handle and magnesium 
wheels. EF. T. Rugg Co., Dept. HA, 
Newark, Ohio. 


ltem 8 
18-inch lawn spreader 

This 18-in. lawn spreader as- 
sures a high-degree of accuracy 
in the evenness and rate of flow 
of seed, fertilizer, or chemicals. 
The hopper is 24-in. wide. The 
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metering device is accompanied 
by a detailed calibration chart 
which gives the proper settings 
for all lawn products. The agitator 
is guaranteed for the life of the 
spreader. Shutter plate is easily 
detached for cleaning. Asgrow 
Seed Co., Dept. HA, 205 Church 
St., New Haven 10, Conn. 


Item 9 
10-gallon power sprayer 


Universal’s 10-gallon power 


sprayer, Model No. P-315, has a 
constant pressure centrifugal pump 
with only one moving part, a high- 
speed impeller. The pump is mold- 


ed from glass-reinforced, abrasion 
and chemical resistant polyester. 
The pump is self priming, and de- 
livers a constant amount of all 
spray liquids, including whitewash. 
The tank is made of heavy-gauge 
steel, coated with an epoxy resin 
to protect against chemical corro- 
sion. The unit is powered by a 214- 
hp, 4-cycle engine with oil gauge. 
Universal Metal Products Ceo., 
Dept. HA, Saranac, Mich. 


Item 10 
Stainless steel grills 


These Royal Chef stainless steel 
barbecue grills will be the pride 
of any outdoor cook. The portable 
barrel brazier, No. ROS-37 (left), 
is 10 in. in diameter, 15 in. long 
and weighs 14 lb. It has two re- 
movable grids and fire trays, and 
can be used closed or open. The 


ROS-36 (right) is 19 in. in di- 
ameter, 24 in. long, 29% in. high 
to cooking surface, and weighs 65 
lb. It is complete with spit and 
chrome plated motor with switch 
and outlet. UL approved, it has 7 
in. wheels, 8 x 24 in. Formica work 
shelf and full size storage shelf. 
Suggested retail price of the 
ROS-37 is $24.95, and ROS-36, 
$124.95. Chattanooga Royal Co., 
Dept. HA, Chattanooga 6, Tenn. 


Item 11 
S-Shaped rotary mower blade 


Collot’s S-shaped rotary mower 
blade gives both impact and shear- 
ing action. It cuts soft and heavy 
grasses, weeds and grain stalks. 
The new design is to avoid tan- 


gling of materials such as wire or 
rope on blade or drive shaft, and 
to decrease vibration. The blade 
is 4 in. thick, 21% in. wide. A. M. 
Collot Supplies, Inc., Dept. HA, 
Box 535, Dania, Fla. 


Item 12 
All purpose chef's knife 
The angle of the handle on 
Washburn’s Chef’s knife is to give 
natural motion when standing to 
(Continued on page 158) 
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MAKES: PAINTING FAST ‘FUN. AND EASY 
vo = A REAL HE-MAN SPRAY PAINTER 








Sprays Right From The Quart Can of Paint 


ALL PAINTS - LIGHT - HEAVY - MULTI-COLOR 
EVEN SAND AND STUCCO FINISHES 


RETAIL 
New, low pressure spray paint system for Do-It-Yourselfer and 


Home Owner. Operates off regular canister or tank-type $19.95 


vacuum cleaner or No. 60B Hyde Electric Air Blower. Fastens 
to all paint manufacturers quart paint cans. Only one moving Shipping Weight 
part to adjust amount of paint and size of spray. No fuss, no 


as . , : 1% Ibs. 
muss. Anyone can spray paint with this new, sensational 
product. Excellent for store rental. NO. 60G 


Spray Paints These Surfaces And More 


atten Dw 


BASEMENT HOUSE SHUTTERS FENCES 


es on om 
Ay “ae c Fastens to Quart Paint Can 


OUTDOOR FURNITURE eRe Regular and Circle Seal 
. Foes | 


S Fit it 


ce al 


NO. 60RU RENTAL UNIT 


| RETAIL $73.40 
Spray Painter also operates off No. 60B 
Hyde Air Blower. Retails for $49.50. 


Spray Painter connects to canister or tank-type 


Retailer rental, Sprayer and Air Blower in 
vacuum cleaner. 


steel carrying case. Shp. Wt. 25 Ibs. 


| HY DE, HYDE MANUFACTURING CO., SOUTHBRIDGE, MASSACHUSETTS, U. S. A. 


Want more facts? Circle 187, p. 155 





BUYING CHECK LIST 


WANT MORE DETAILS ON THESE ITEMS? JUST CIRCLE 


(Continued from page 154) 


slice or carve. The knife is also an 
all-purpose knife for barbecue use 
as a cleaver, or dicing or chopping 
knife. The blade is high carbon 
stainless steel of cutlery grade, 
with hollow ground edge. The han- 


dle of hardwood is shaped for com- 
fortable grip and is decorated with 
an authentic Navajo brand. A 
sturdy cowhide sheath with belt 
loop and snap is furnished with the 
knife. Individually packed in gift 
box to retail at $5. Washburn Co., 
Dept. HA, 28 Union St., Worcester 
8, Mass. 


Item 13 
9-piece beverage caddy set 


This Baguette pattern caddy set 
consists of eight 15 oz hourglass 
shaped beverage glasses in a gleam- 
ing wire carrying rack. The Ba- 
guette pattern is a combination of 
transparent green diamond figures, 
satin etch and 22K gold. The set 
is packed in a corrugated mailing 
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earton. Retails for approximately 
$7. Libbey Glass Div., Owens-ll- 
linois Glass Co., Dept. HA, Box 
1035, Toledo, Ohio. 


Item 14 
Pneumatic door closer 


Wagner’s pneumatic door closer 
has a shock or snubber spring in- 
side the cylinder to reduce overa!] 
length, to make it easier to clean, 
and for improved design. Closer 
also has an air by-pass near the end 
of the cylinder that removes all 
remaining air to insure tight clos- 


ing. Other features include a rust- 
proof rod, rod projections to pre- 
vent washer creeping, and a spring- 
balanced finger-tip control to elim- 
inate slamming. Priced at $1.95, 
the closers are packed 24 to a car- 
ton, with freight paid on shipments 
of 100 lb or more. EF. R. Wagner 
Mfg. Co., Dept. HA, 4611 N. 32nd 
St., Milwaukee 9, Wis. 


Item 15 
Display for batteries 


This Eveready No. R-1700 Bat- 
tery Displayer is available without 
charge with a suggested order of 
Eveready Hobby batteries. The 
blonde wood and metal counter fix- 
ture displays a pre-tested assort- 
ment of 52 batteries in little more 
than one square foot of counter 
space. Included in the assortment 
are the No. 6 Ignitor, No. 735 Hob- 
by Battery and the high capacity 
Alkaline Energizers No. E91, E95 





ne Avs 
woe 


and E978. Union Carbide Consum- 
er Products Co., Div. of Union 
Carbide Corp., Dept. HA, 270 Park 
Ave., New York 17, N. Y. 


Item 16 
5-piece power saw blade set 


This five-piece set of Saber Saw 
blades, No. MW-5, fits all popular 
makes of electric power tools. The 
saw blades are in two types, for 
wood or metal. Set includes 7, 10 
and 12 tooth blades for wood work, 


and two metal cutting blades in 14 
and 32-tooth sizes. Saber Saw 
blades for woodworkers are also 
available in a three-piece set, No. 
MW-3, or in single blades. Great 
Neck Saw Mfrs., Inc., Dept. HA, 
Mineola, N. Y. 


Item 17 
Promotional appliance line 


Landers, Frary and Clark’s*707 
Series is a promotional sales line. 
Highlighting the line is a. steam 





ITEM NUMBER ON FREE POSTCARD, P. 155 


and dry iron with a suggested re- 
tail price of $11.95, a Coffeematic 
percolator at $14.95, a Handmixer 


at $12.95 and a Buffet Skillet at 
$15.95. The line will carry a one- 
year guarantee. The Handmixer, 
shown, has three-speeds for mix- 
ing, whipping and blending. Beat- 
ers are ejected automatically by a 
push-button release. Landers, Fra- 
ry and Clark, Dept. HA, New Brit- 
tain, Conn. 


Item 18 
Kitchen cupboard organizer 


This Cupboard Caddy will fit 
most standard size kitchen cabi- 
nets. Holds and protects, in sepa- 
rate stacks, a complete service for 


eight: dinner plates, salad plates, 
dessert plates, cups and saucers. 
Rubber-footed legs protect cabinet 
surface. The No. 113 Caddy mea- 
sures 1914 x 10%-in. Suggested 
list price is $2.59 each. Artistic 
Wire Products Co., Inc., Dept. HA, 
Taftville, Conn, 


Item 19 
Scrubless leather cleaner 
Caddy No-Scrub vinyl, plastic, 
and leather cleaner gives new 
lustre to dirty surfaces. In addition 
to cleaning, it preserves and pro- 
tects the covering. Most important 
feature is its ease of application. 
It is wiped on and off. No scrub- 


bing required. Recommended for 
furniture, auto trim, clothing, lug- 
gage, and other vinyl, plastic, and 
leather surfaces. Comes in a handy 
plastic 12-0z and gallon container. 
Cadman Co., Dept. HA, 4197 Lee 
Rd., Cleveland, Ohio. 


Item 20 
Bath, dressing room ensemble 


This Detecto bath or dressing 
room ensemble is oval shaped. The 
matching hamper, wastebasket, 
and brushholder are covered in 
richly textured fluted plastic, with 
brass trim. The deluxe scale in 
the ensemble has smartly styled 
mat design in a modern linear 
pattern, and wide-view dial set in 


a V. The ensemble is available in 
lilac, sandalwood, black, pink, 
green, blue, white and yellow. In- 
terior of all pieces are of rust- 
proof enamel or aluminum. Detecto 
Scales, Inc., Dept. HA, 540 Park 
Ave., Brooklyn, N. Y. 


Item 21 
Aluminum level-2 f+ rule 


This cast aluminum level, No. 
524A, has a 2 ft rule with \% in. 
calibrations on one surface, making 
it a dual-use unit for the home 
craftsman. Three solid-set vials 
have extra large bubbles for great- 
er visibility. Top and bottom 


ground and milled parallel and 
true. The combination level-rule is 
priced at $3.50. The Stanley Works, 
Dept. HA, 111 Elm St., New Brit- 
ain, Conn. 


Item 22 
Two fastener assortments 


These two Handy Man Fastener 
Assortments consist of 144 fastener 
items prepackaged in polyethylene 





bags and prepriced to retail at 29¢, 
39¢, and 49¢. Assortment No. 1 
consists of hex head machine bolts, 
carriage bolts and lag bolts. As- 
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have you 
ordered these 


fish-catching 


champs for your 
customers ? 


4914 -lb. mus- 
kie caught on 
Helin Fishing 
Lure 


MILLION 
SOLD eens 


an assortment of this 
fastest-selling world- 
champion action lure, 
deserves first place in 
the tackle box of each 
of your customers. 





' HELIN 
SWIMMERSPOON* 
gs ; 





a new sensational swim- 
ming-type maximum-action 
lure that required 18 years 
of Helin-development .. . 
The first such action ever 
perfected! . . . Now avail- 
able in all sizes. 





* Patents Pending 


WIDE VARIETY: — 


FLATFISH now come in 20 sizes, 27 colors | 
. « « Retail prices start at $1 for flyrod ! 
sizes to $2.50 for musky and salt water , 
lures. | 


SWIMMERSPOON, back-ordered all last | 
year ond made in only 3 sizes and 61 
basic colors, is now available in 10 sizes ! 
y ond 16 basic colors . . . Retail prices , 
from $1.35 to $1.50, except for largest- | 

size $2.50. ' 


SNC RR em IN 


Now is the time 

to order! ... Ask 
for free supply 

of my 1961 Fishing 
Handbook, a bonus 
for your best 
customers... 


Charles Nehin, 
HELIN TACKLE COMPANY 
4058 Beaufait, Detroit 7, Mich. 





Want more facts? Circle 188, p. 155 
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BUYING CHECK LIST 


Want more details? Just circle item number on p. 155 


sortment No. 2 has stove bolts, 
round and flat head wood screws 
and binding head sheet metal 
screws. There are also 20 items 
included with both assortments. In- 
cluded are hex nuts, stop nuts, flat 
washers, and several sizes of stove 
bolts. Dealer cost of Assortment 
No. 1 is $103.23. Retail value is 
$154.08. Dealer cost of Assortment 
No. 2 is $94.72. Retail value is 
$142.08. Industrial Bolt & Nut Co., 
Dept. HA, 171 Fabyan Place, 
Newark, 12, N. J. 


Item 23 
Decorated insulated tuimblers 


Sta-Cold insulated tumblers are 
available in Leaves of Gold, No. 
398GS8, and Net of Gold, No. 398FS, 
design. Double-walled construction 
keeps drinks hot or cold. No coast- 


Sta. 


ip, “SU 


ers are needed because there is no 
outside condensation. Each 6-piece 
set comes in assorted coral, mus- 
tard, and olive colors. Each set re- 
tails at $4.98. Burroughs Mfg, Co., 
Dept. HA, 3550 Tyburn. St., Los 
Angeles 65, Calif. 


Item 24 
12-round .22 caliber rifie 


Jefferson’s rifle Model 260 is for 
22 calibersmagum cartridges. #Jt 
has a 12-rdéand magazine capacity, 
22 in. barrel, solid black walnut 
pistol grip stock, semi-beavertail 
forearm. Stock and forearm are 
sealed with Firekote -finish for 
pétection against moisture * and 


ants aii a: al 
weathering. Rear sight is adjust- 
able for windage and elevation. 
Front sight is ramp-type with gold 
bead. Price of the Model 260 is 
$59.95. A four-power telescopic 
sight is available at $10, mount 
included. Jefferson Corp., Dept. 
HA, 112 Quinnipiac Ave., North 
Haven, Conn. 


Item 25 
Push button display card 


Trine’s 2-piece electric push but- 
ton display card, No. 68 can be used 
as a wall or counter display. As a 
counter display it stands Il x 22 
in. high. When used on‘*wall the 
cards can be rearranged to form 
a 5% x 44 in. display. The display 
card contains 21 push buttons, 
transformer, 6 ft eord, and change- 
able price card. It features new 
Lighted Name, Snap-on x Golc- 


> trine @ 


nial style push buttons. Display, 
merchandise, plus _ introductory 
stock of 47 buttons in boxes lists 
at $75. Trine Mfg. Co., Dept. HA, 
1430-42 Ferris Place, New York 
3 ie Se. 8 





Item 26 
Windshield de-icing agent 


Ice-No-More Windshield De-icer 
is applied from an aerosol can to 
remove ice and frost instantly. The 
de-icing agent is harmless to auto- 


mobile finishes. Packaged in an 8 
oz, multicolored can that retails for 
approximately $1.19. Camp Chemi- 
cal Co., Inc., Dept. HA, 2nd Ave. 
and 13th St., Brooklyn, N. Y. 


Item 27 
Clamp-on drill guide 

. : : Plastic laminated boards, 

Ames’ clamp-on Drill Guide can shoot, pancle 

be attached to any portable drill 
to drill straight holes in any direc- 
tion. It removes guesswork in drill- 
Star’s New Economy Hole 
Saw Line, in 13 of the most- 
used sizes, means extra 
profits for you because 
Speedi-Cut Hole Saws are 


Junction boxes, metal priced low enough for even 
cabinets and partitions 


All kinds of wood... 


' from softest pine to 
occasional users to buy. iinet eulilient senadin 


These tough hole saws cut clean, true-round 
holes from 5%” to 242” diameter, up to 7” 
deep, in any material a hack saw blade will cut 
—wood, metal, plastic, composition boards. 
However they’re used, with electric drill, 
grinding heads— with many power or machine 
ing holes perpendicular or at vari- tools — Speedi-Cut Hole Saws are quickly re- 
ous angles. Two dials regulate the placeable and can be used with mandrels of — 
drilling. One controls left and right most other makes. All sizes have knock-out Wallboard, insulation 
, board and ceiling tile 
movement, the other controls up | holes for quick removal of cores. 
and down position when set. Ames Contact Clemson Bros., Inc. for complete 
Precision Machine Works, Dept. information. 
HA, Waltham, Mass. 








il Ye 


Item 28 FY 
Porcelain finished ash trays CLEMSORnR STAR 


These decorative cast aluminum CLEMSON BROS., INC. © MIDDLETOWN, N. Y. 


h trays are porcelain finished to METAL CUTTING PRODUCTS 
4 r POWER HACK SAW BLADES + HAND HACK SAW BLADES 


blend in any modern interior. The HACK SAW FRAMES - BAND SAW BLADES @ «000 
ash trays are unbreakable. The HOLE SAWS « FILES » CLEMSON HAND MOWERS 
Want more facts? Circle 189, p. 155 
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Pipes, vents, stacks 
and tubing . . . of fibre, 
metal, plastic, cast iron 








BUYING CHECK LIST 


Want more details? Just circle item number on p. 155 


porcelain finish is flame proof. The 
trays are deep-notched to hold cig- 
arette firmly. Extinguishes forgot- 
ten cigarettes automatically, a 
self-selling safety feature. Prices 
range from: small, $5; medium, 
$5.50; large, $6. Inland Glass 
Works Div., Club Aluminum Prod- 
ucts Co., Dept. HA, 825 Twenty- 
Sixth St., La Grange Park, Ill. 


item 29 
Portable screened sun porch 


This Villarama portable screened 
sun porch offers 114 sq ft of floor 
space, enough for a 6 to 12 member 
party. The porch is 9 it from front 
to back, and 12 ft 8 in. wide. The 


unit has Fiberglas screening and 
aluminum frames and retaining 
strips. The roof is made of nylon 
laminated with vinyl. The Vil- 
larama features a sliding door en- 
trance, providing trouble-free open- 
ing and closing of the unit. Other 
models include a 12 ft 8 in. x 12 ft 
8 in. unit, and a 9 x 9 ft unit. 
Hampden Specialty Products Corp., 
Dept. HA, Easthampton, Mass. 
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Item 30 
Fireplace starter kit 


Here’s a fireplace starter kit 
that is fast, clean and neat. The 
brick is made of porous mortar 
material. It sets in a brass pan 
with hammered, antique finish. 
Fire is started by pouring hickory- 


scented fluid into the brick, sliding 
it under the grate and lighting it. 
Comes with 1-pt can of Red-E- 
Blaze starter fluid, individually 
boxed, to retail at $2.98. The box 
opens into a display that hangs 
from a single rack hook. Red-E- 
Blaze, Dept. HA, 11805 Harper 
Ave., Detroit 13, Mich. 


Item 31 
Textured metal stove mat 


Pretty Products’ Meta-Chrome 
mat combines the beauty of tex- 
tured metal with the practical 


heat-proof protection of rubber. 
Mat can also be used as a serving 
cushion to protect buffet table tops 
from heated dishes. Mats are avail- 
able with six different decorator 


colored borders: red, yellow, pink, 
white, turquoise, and bunawood. 
Inserts are either copper or silver. 
The mat measures 18x 15-in., and 
retails for $3.98. Pretty Products, 
Inc., Dept. HA, Coshocton, Ohio. 


Item 32 
Plastic tape dispenser 


Dutch Brand Plastic Electrical 
Tape is now available in an im- 
proved dispenser designed to cut 
tape in a puncture-and-slice man- 
ner. This method ensures clean 
straight ends. Tape is not stretched 
during cutting. Each dispenser 
contains 66 ft of 34-in. wide, 7-mil 
(.007-in.) thick tape. The amount 


of tape in the dispenser is always 
visible through the transparent 
lucite casing. Dutch Brand Div., 
Johns-Manville Corp., Dept. HA, 
22 East 40th St., New York 16, 
N. Y. 


Item 33 
Ball bearing drive for mower 
Spin-O-Matic Ball Bearing Drive 
is designed to prevent damage to 
moving power mower parts when 
the blade is stopped. The hub, 
blade, and washer unit are at- 
tached to the crankshaft by a single 


, 
? > 
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THIS NATIONAL SYSTEM paid 
for itself in less than two years. 


MR. STANLEY D. GUZELL of 
Guzell’s Hardware Store. 


“Our @alional Change Computing Register 


with Automatic Change Dispenser 


saves us°1,820 a year... 


returns 76% annually on investment!’’—cuzeu's Hardware Store 


Canonsburg, Pa. 


“Installation of our National Cash and 
Credit Control System enables us to 
handle cash and charge sales efficiently. 

“Charge purchases are posted to the 
customer’s account card at the time of 
sale. Thus we know at a glance if his 
credit limit has been exceeded. Since 
money paid on account is handled the 
same way, we know at all times the 
status of each account as well as our 
total outstanding. We are now in con- 
trol of our credit business. 

“Cash sales are speeded up since the 
register figures and dispenses the coin 
change automatically. Customers never 


question change making any more, and 
faster service is pleasing to them. 

“Our National System saves us $35 
per week, or $1,820 a year, which is a 
return of 76% annually on our invest- 
ment!” 


biiekv buy etl 


of Guzell’s Hardware Store 


THE NATIONAL CASH REGISTER COMPANY, bDayton 9, Ohio 


1039 OFFICES IN 121 COUNTRIES © 77 YEARS OF HELPING BUSINESS SAVE MONEY 


Want more facts? Circle 190, p. 155 


Your hardware store, too, can benefit 
from the many time- and money- 
saving features of a National System. 
Nationals pay for themselves quickly 
through savings, then continue to re- 
turn Fine a regular profit. National’s 
world-wide service organization will 
protect this profit. Ask us about the 
National Maintenance Plan. 

(See the yellow pages of your 

phone book.) 


Wealional 
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BUYING CHECK LIST 


Want more details? Just circle item number on p. 155 


bolt. The blade is made to turn 
with the engine shaft by eight 
spring loaded steel balls projecting 
from the hub into eight matching 
holes in the blade. When the blade 
is stopped, this device allows the 
crankshaft to continue’ turning 
without damage. When the obstruc- 


tion is removed, the hub will re- 
engage the blade. The blade is made 
of Austempered heat treated steel. 
The unit is offered as an optional 
feature on the company’s 1961 


line of power mowers. General Ap- 
pliance Mfg. Co., Dept. HA, 1101 
Harney St., Omaha, 8, Neb. 


ULE and SPECIAL 
TAMPINGS 


Want more facts? Circle 191, p. 155 
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Item 34 
Economy kitchen cleck 


Customers wanting high style 
and economy in a kitchen clock 
will be interested in GE’s Bon 
Bon electric wall clock No. 2119. 


match the color of the case. The 
clock is available in red, yellow, or 
beige. A full vision crystal covers 
the large white dial and black 
hands. Suggested retail price is 
$4.98. A heavy wire counter dis- 
play, No. DD 44, with a large 
header and holding three Bon 
Bon clocks, is also available. 
Housewares & Commercial Equip- 
ment Div., General Electric Co., 
Dept. HA, 1285 Boston Ave., 
Bridgeport, Conn. 


Item 35 
Magnetic cabinet catch 


Engineered Products’ magnetic 
door catch, No. 1003, is for use on 
cabinets and furniture. It features 
a high-impact polyethylene housing 
and lifetime Alnico V magnet. Its 
floating action eliminates misalign- 


ment to the enlarged strike plate. 
Comes in beige. Other colors avail- 
able on special order. Packaged in 
envelope or bulk. Other new prod- 
ucts include No. 556 catch for 1% 
in. sliding doors; No. 557 catch for 
heavier sliding doors; No. 593 





heavy-duty catch for large doors, 
and No. 594 magnetic door stop. 
Engineered Products Co., Dent. 
HA, Box 108, Flint, Mich. 


Item 36 
New household cement tube 


Ambroid’s liquid household and 
model cement is now packaged in a 
newly designed tube. The tube still 
retains the original eye-catching 
orange and blue colors, but now 


also features Ambroid’s recently 
adopted trademark, an eagle-like 
Ambird. Product information has 
been condensed and placed on a 
white background to improve ap- 
pearance and legibility. The new 
design is now available in the 1%, 
and 4 oz tubes. Ambroid Co., Dept. 
HA, E. Weymouth, Mass. 


Item 37 
All-purpose cleaning unit 


This Fulcrumatic Cleaning de- 
vice can be used as a floor cleaner, 
wax applicator, duster, and wall 











washer. It is also used for rug 
shampooing, and to loosen and col- 
lect pet hairs and lint from car- 
peting. Sponge rubber head pro- 
vides thorough scrubbing action, 
or wiping action on smooth sur- 


N. 6th St., 


faces. The handle is of two-piece 
tubular steel. The unit has a green 
rubber cleaning pad, plated rust- 
resistant wringer and green han- 
dle. Artmoore Co., Dept. HA, 1225 
Milwaukee 12, Wis. 


Item 38 
Casting reel display 


This display kit No. 31 spotlights 
six Bronson bait casting reels. The 
shipping carton display is printed 














As little as 405 puts you in the 


rope business 


with Plymouth’s Sales-Making HandyPak 
‘Starter’ Unit. 


Here’s the unit that starts you off to fast, 
profitable turnover — with very little outlay and 
small inventory. You get 13 HandyPak coils of 
famous Plymouth Ship Brand Manila rope in 
three useful sizes for boating and general 
hardware use. They're packaged in 50-foot 
and 100-foot lengths and individually wrapped 
in clear cellophane. Your stock is its own 
eye-catching display for counter, floor or 
window. Your Plymouth ropes — preferred by 
boating enthusiasts and other veteran rope 
users — go right on view at sales level! 

Also, HandyPaks of Nylon, GoldLine, 
Polyethylene. 

Whether rope is a new or a 

familiar line in your business, you get the 
right answer to your needs in Plymouth’s 
extensive line — and in the Plymouth 

variety of smartly planned rope merchandisers 
that give maximum visibility in minimum 
space. Ask your Plymouth distributor. He’s 
equipped to give you complete information, 
sound advice and practically 

overnight service. 


2K HandyPak 13-coil unit with Plymouth 
Ship Brand Manila, $39.15. These and 
other Plymouth ropes in GoldLine, Nylon 
or “Dacron’’* may be ordered by the 
carton in HandyPaks. 


*Registered trademark for 
DuPont polyester fiber 


SalesRak — Compact profit-builder displays and dispenses rope from spools. Free 
when ordered with SalesRak 11-spool unit, priced as low as $35 


ReeiRak — Free with a $100 rope purchase. Holds a big selection in only 6 square 
feet of floor space. 


Rope Department Rak — Shows and sells a lot of rope in just 2 square feet of floor 
space. Free with purchase of three cartons of standard sizes 14” to 34,” in diameter 
plus one carton of 50’ or 100’ HandyPaks. 


Plymouth Cordage Company 


Plymouth, Massachusetts 


Want more facts? Circle 192, p. 155 
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The most profitable 4 square feet in your store! 


exall 


the complete line of paint sundries! 


f 


home repair and 
decorating nerds 


d y 
: 


You get easier paint-sundry sales because this de luxe 
merchandiser puts every product in view—builds self- 
service sales and profits fast. Single nearby source keeps 
your inventory at peak efficiency. Place one order— 
save on freight costs. Full 40% profit every sale—rapid 
turnover, too. 


New Dexall products are distributed by The Sherwin- 
Williams Co., Cleveland. Acme Quality Faints, Inc., 
Detroit. John Lucas & Co., Inc., Philadelphia. W. W. 
Lawrence & Co., Pittsburgh. The Martin-Senour Co., 
Chicago. The Lowe Bros. Co., Dayton. Rogers Paint 
Products, Inc., Detroit. Write your nearest distributor 
for details. 


DESHLER PRODUCTS, INC., Deshier, Ohio 


Want more facts? Circle 193, p. 





BUYING CHECK LIST 


Want more details? Just circle item number on p. 155 


in five colors. Reels include: Al- 
toona 1200, in red bakelite, retail- 
ing at $3.25; Meteor 1500, anodized 
aluminum, $3.95; Veteran 1800, 
brown anodized aluminum, $4.95; 
Fleetwing 2475, buffed chrome, 
$6.50; Symbol 4700, $9.95, and 
Safari 4800, with Star Drag, 
$14.95. Dealer cost of reels in 
display unit is $23.52. Bronson 
Reel Co., Dept. HA, Bronson, Mich. 


Item 39 
Double cylinder key lock 


Segalock’s medium size double 
cylinder lock, No. 228, operates 
with a key from both sides. The 
double construction is to insure se- 
curity on glass or frail panel doors. 
The lock has a cast bronze bolt 
with %4 in. throw and cylinders. 
It’s available with both standard 
and nonretractable screws and flat 
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strike plate for reverse bevel doors. 
Strike plate and case are of iron. 
New England Lock & Hardware 
Co., Dept. HA, Norwalk, Conn. 


Item 40 
Dinnerware line expanded 


Canyon Flower, a harmony of 
greens, golds, and oranges set 
against a translucent ivory back- 





ground, is the newest addition to 
the Brookpark Modern Square 
Series. The pattern is available in 
the popular 45-piece, . service-for- 
eight, set with a suggested retail 
of $49.95. Brookpark, Inc., Dept. 
HA, 11071 Shaker Blvd., Cleveland 
20, Ohio. 


Item 41 
Door latch strike display 


Ideal’s merchandising display 
card holds 10 replacement strikes 
for resilient door latches. The 
counter card is only 8 in. wide, 
and is printed in red and gray on 





New Dexall Patching Paste 
— Ready-mixed, smooth- 
finish, spackling com- 
pound. 


GLAZING 


New Dexall Wood Bleach 
— Fast working, easy to 
use — for fine furniture 
refinishing 


New Dexal! Hold-Tite Give 
— Tremendously strong 
white glue. All-purpose, 
dries clear. Squeeze bottle. 
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New Dexal!l Glazing Com- 
pound — For wood or 
metal sash. Remains elas- 
tic, will not crack. 


New Dexall Wood Patch — 
Actual wood, nonshrinking, 
in paste form. Six natural 
wood colors. 





New Dexall Tack-Rag — 
One wipe picks up dirt and 
dust. Marvelous aid to fine 
painting. 


New Dexal! Preparite — 
Liquid sanding aid quickly 
cleans and dulls enameled 
and varnished surfaces. 


Want more facts? Circle 193, p. 155 


New Dexal! Anti-Rust Lu- 
bricating Oil — Aerosol- 
packaged, high-quality oil 
for hard-to-reach places. 





a white card. The 35¢ price spot 
is prominently displayed. A punch- 
out hole at top of card permits 
hanging if desired. Selling fea- 
tures of the replacement strikes are 


clearly printed on the front of card 
in large block letters. /deal Brass 
Works, Dept. HA, 219 E. Ninth 
St., St. Paul 1, Minn. 


Item 42 
Compact charcoal grill 

The Tote Grill is completely port- 
able for picnics, camping, etc. It is 
packed in a handy, durable carry- 
ing case to allow the charcoal to 


be put into the fire pan before leav- 
ing home. The grill is made of cast 
iron. The fire pan is_ porcelain 


enameled for easy cleaning. The 
grill is 10 x 13-in., and accommo- 
dates cooking for four people. Re- 
tail price is $3.98. Griswold Mfg. 
Co., Dept. HA, Sidney, Ohio. 


Item 43 
Hacksaw blades pack 

These Pair-Pak cards each hold 
two hacksaw blades. The blades 
are locked-in, and message on the 
card indicates light and heavy cut- 
ting blades. Cards can be binned 
and hung on wall, and have price 


spot for self-service. Both 10-in. 
and 12-in. blades are available in 
this package. G. W. Griffin Co., 
Dept. HA, Franklin, N. H. 


Item 44 


Shampoo converting unit 


Here’s an improved over-motor 
shampoo tank for converting any 
Holt floor polisher to scrubbing or 
shampooing use. Tank is mounted 
on floor machine by placing it on 
the motor and snapping two ad- 
justable locking clamps together. 
Tank holds 2 gal of solution. It is 
made of stainless steel with heavy 
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Hayes 
THE ONE 


OPRAYER THAT 


GUARANTEES 
PROPER 
APPLICATION 
OF GARDEN 
CHEMICALS 





eit 


Mr. Dealer: If you are not 
getting your share of 
“repeat” chemical sales, 
don’t blame the chemicals 
...Dlame the sprayer! 


Hayes 





spray gun company sex” 


World's largest manufacturer of garden hose sprayers 
98 North San Gabriel Boulevard, Pasadena, California 


Producer of Hayes and Ortho spray guns 


Want more facts? Circle 194, p. 155 
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1/16-in. stainless steel bottom, and 
has a lightweight plastic cover. 
Holt Mfg. Co., Dept. HA, 669 20th 
St., Oakland 12, Calif. 


Item 45 


All-steel scratch awl 


This Dasco unbreakable handle 
scratch awl is completely drop- 
forged from fine tool steel. The 
all-steel handle cannot crack, splin- 
ter, or become separated from the 
heat-treated point. A comfortable 
grip and balance makes the tool 


easy to use. It’s 7 in. long, and 
retails at $1.20. Damascus Steel 


| Products Corp., Dept. HA, Rock- 
| ford, Il. 


Item 46 


28-gauge Magnum shotshell 


Here’s a 28-gauge Magnum shot- 
shell with one full ounce of either 
No. 6, 74%, 8 or 9 shot. Designed 
to bring the 28-gauge shotshell up 
to the level of the standard 20- 


| gauge shoe weight. the new 2%,-in. 


Magnum 1-oz loads will be avail- 
able in Winchester Super-Speed 
and Western Super-X_ shotshells. 
The new Magnums will contain the 
non-corrosive Staynless' primers 
and the wad Super Seal crimp com- 
bination featured in Winchester- 
Western shotshells. Suggested re- 
tail price is $3.40 per box of 25. 
Prices slightly higher west of the 
Rockies. Winchester-Western Div., 
Olin Mathieson Chemical Corp., 
Dept. HA, 460 Park Ave., New 
York 22, N. Y. 


Item 47 
Whistling tea kettle 


This 6-cup whistling tea kettle 
is the newest addition to the Revere 
Wear line. It’s finished in stainless 


steel, with copper bottom for fast 
heat. Designed for cool, comfort- 
able pouring with push-button 
spout control. Approximate retail 
price for the kettle, catalog No. 
1121, is $4.50. Revere Copper and 
Brass Inc., Dept. HA, 230 Park 
Ave., New York 17, N. Y. 


Item 48 
Flip-action handle locks 


Flip-action steel handle locks are 
now offered on four sizes of Lustro- 
Ware polyethylene Refuse-Tainers, 
the newest being a 6-gal round 
fluted style unit. The flip-action 
locks permits positive closure and 
easier handling. The specially 
formed handles flip down for re- 
moval of the lid. When lid is re- 





placed, handles flip back over the 
rim providing a positive seal. Co- 
lumbus Plastic Products, Inc., Dept. 
HA, Columbus 23, Ohio. 


Item 49 
Glassware line expanded 


Anchor Hocking has added four 
pieces to its Early American Pres- 
cut line. The items are smaller in 
size than the original four intro- 
duced last fall and will retail for 
39¢ each, 49¢ on the West Coast. 
The additions are a No. 752 9%-in. 
gondola dish; No. 768 6%4-in. 3- 
toed dish; No. 767 7%4-in. round 


bowl; and a No. 776 9-in. oval bowl. 
Each is packed one dozen to the 
carton. Anchor Hocking Glass 
Corp., Dept. HA, Lancaster, Ohio. 


Item 50 
Decorative alarm clock 


This Sunbeam Slim Wood clock, 
No. BO14, can be used as a desk 
clock or bedroom alarm. It has a 
picture frame design and is hand 
finished in walnut. The clock has a 
sweep second hand, brown numer- 
als and hands with white dial. Its 
projecting style makes numerals 
visible from all angles. Retail price 
is $10.95. Model No. BO14L, with 





this Opal 
screening 
department rack 


ATTRACTS 
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oPEEDS | 
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PREVENTS 
DAMAGt 


Dealers say this Opal Display 
Rack helps business 
FIVE WAYS 


SPEEDS TURNOVER... 


Point-of-purchase display 
sells more merchandise. 


SAVES TIME... 


Opal’s *‘Marked and Measured” 
edge speeds dispensing right 
from the rack. 


REDUCES INVENTORY... 


Provides accurate, up-to-the- 
minute stock control. 


IMPROVES SERVICE... 


Customers quickly and 
accurately served. 


SAVES FLOOR SPACE... 
Appealing and compact... 
takes up only 6-sq. ft. of 
floor space. 
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Remember OPAL is the 
recognized Insect Wire 
Screening Leader imme- 
diately available in: 


OTL 
ALUMINUM 
Opal 
GALVANIZED 
Opal 
BRIGHT & ANTIQUE BRONZE 
Opal 
VINALUME 


OYZ he 


NEW YORK 
WIRE CLOTH CO. 


fold ae lala andes 
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dark brown dial and luminous 
hands and numerals, retails for 
$11.95. Sunbeam Corp., Dept. HA, 
5600 W. Roosevelt Rd., Chicago, JU. 


Item 51 
Salad and dessert mold 


Mirro Aluminum’s Alpine Mold 
for salads and desserts is made of 
heavy quality aluminum with seam- 
less, one-piece construction. Has a 


Copper-Tone finish that will not 
chip or tarnish. Cleaning is quick 
and simple. Mold has handy ring 
for hanging as a decorative wall 
plaque in kitchen, breakfast nook, 
or dining room. Retails for $1.95. 
Mirro Aluminum Co., Dept. HA, 
Manitowoc, Wis. 


Item 52 
Cam-locking foregrip 

True Temper’s new Super Speed- 
lock handle features an exclusive 
cam-locking foregrip that provides 
a handy and positive attachment of 
tip section to handle True Temper 
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bait casting and Flipline rods. 
Locking firmly with only a half 
turn, the foregrip can’t be lost 
since it does not screw off. It’s 
designed with a built-in stop which 
prevents the foregrip from being 
detached from the handle when 
loosened, but which exerts uniform 
and positive chuck pressure on the 
butt ferrule when tightened. True 
Temper Corp., Dept. HA, Cleve- 
land 15, Ohio. 


Item 53 

Penlight mercury battery 
Ray-O-Vac’s penlight-sized 15M 

mercury battery is designed to meet 

any 1.5 volt transistor radio circuit 


requirement. Its small size offers 
storage and display advantages for 
an item with increasing demand. 
Batteries are packed two per pack- 
age. Display carton holds 20 bat- 
teries retailing at 75¢ each. Ray-O- 
Vac Co., Dept. HA, 212 E. Wash- 
ington Ave., Madison 10, Wis. 


Item 54 
Antenna accessories display 
There’s a display showing an as- 
sortment of TV antenna installa- 
tion accessories. Included in the 
display are such items as a chim- 
ney mount TV installation bracket 
set, TV antenna wire guides, guy 
wire clamps, roof mounts, mast 
strap-ons, etc. Header on the dis- 
play shows the application for each 
item. Retail value of the merchan- 


dise shown on the display is 
$143.75. Display No. PPD-15. 
Parker Metal Goods Co., Dept. HA, 
85 Prescott St., Worcester, Mass. 


Item 55 
Electric marking tool 


This economy priced electric 
marking tool will appeal to custom- 
ers who are looking for a way to 
put permanent identification on 
their belongings. The BVI Deluxe 
Vibro-Graver, Model V-73, can be 
used on steel, glass, plastics, wood, 
brass and other hard or semi-hard 
materials. It’s packed in a colorful 
display package that lists hundreds 


of articles owners can mark to pre- 
vent loss. Retail price is $12.95. 
Burgess Vibrocrafters Dept. HA, 
Grayslake, Ill. 


Item 56 
3-speed portable mixer 


Iona’s 3-speed portable mixer has 
an automatic beater ejector. It 
comes as a stand-up unit, or key- 
holed for wall mounting. The mixer 
is finished in white, chip-proof 
acetate and has Iona’s Super-Tor- 
que motor. Suggested retail price 
is $11.95. Iona also has a fountain- 





New Low Prices on 50 
America’s Most Popular | $ vv 
Paint Sprayers ae 


Motor 


POWER TO SPARE 
FOR THE BIG JOBS! 





eeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeesce 
Advertised To Millions in: 
ECHANIX 
POSE Me 
POPUL crn: 
pia LeoAD 


Speedy Sprayer No. 680. The ideal outfit for the do-it-yourself and 
shop mechanic. Sturdy, all-purpose, direct drive, professional type 
paint sprayer with No. 212 Gun. Develops 25 lbs. working pres- 
sure. Outfit: quart gun, air hose, tire chuck, less motor, $29.50. 








No. 990. New low price! % No. 544. Powerful % HP Paint Tank No. 798-RG. See our complete catalog 


HP outfit. 2 cu. ft. air at 
30-40 Ibs. With 212 Gun, 
less motor, only, $39.95. 

Wheels, handle $7.50 


Master Twin Sprayer 
mounted on semi-pneu- 
matic tires. 4 cu. ft. air at 
40lbs. Less motor, $88.00. 


Holds 2% gallons. One fill- 
ing lasts hours. Portable or 
hung on ladder. With air 
regulator & gauge, $35.95 


in Hardware Retailer 
Catalog Service Book. 


Ask your Wholesaler. 


Prices slightly higher West Coast 
~~ 


ay 
fang ; ) W. R. BROWN CORP. 
YEAR Wi Our 40th Year—Specialists in Portable Paint Sprayers 
Aw ew 2665 N. Normandy Ave., Chicage 35, lil. 
Want more facts? Circle 196, p. 155 
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type beverage mixer with metal 
stand and plastic container, and 
with suggested retail price of 
$14.95. Iona Mfg. Co., Dept. HA, 
Manchester, Conn. 


Item 57 
Portable pole planter 


The Beco Pole Planter has four 
removable plastic planters in al- 
ternate positions on a brass plated 
supporting pole. The spring action 
pole can be adjusted for heights to 
81% ft. A rubber suction cup at 
the top and a rubber pad at bottom 
hold the unit in place. Planters 
are one-piece white polystyrene 
with gold design. The unit is 
shipped in a 37 x 22x 7 in. carton, 
and weighs 10 lb. Suggested list 
price is $15.95. Bernard Edward 
Co., Dept. HA, Chicago, Ill. 


Item 58 
Sponge cloth display rack 


This wire rack display holds up 
to 24 Amsco Sponge Cloths in an 
upright position to catch custom- 
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ers’ attention. Customers can 
thumb through the assortment to 
pick their preferred color. The 
rack clips easily to varying shelf 
thicknesses. The Sponge Cloths are 
sanitized for hygenic freshness 
and packed in polyethylene bags. 
American Sponge & Chamois Co., 
Dept. HA, 47-00 34th St., Long 
Island City 1, N. Y. 


Item 59 
Cleaner for hard floors 


Scuff "N Wax Remover is a 
cleaner for hard floor surfaces. It 
removes dirt, wax and scuff marks 
and is safe for use on hard floor 
surfaces, not harmed by water. A 


= 
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SCUFF N WAL 


22-o0z bottle of the cleaner will make 
up to 11 quarts of cleaning solu- 
tion. Retails for 98¢. Bissell, Inc., 
Dept. HA, 2345 Walker Rd., N.W.., 
Grand Rapids, Mich. 


Item 60 
Vinyl pipe insulation 

Foamedge pipe insulation pre- 
vents dripping, saves fuel, pro- 
tects pipes, and keeps water hot 
or cold. It comes in 4 ft lengths of 
tubular polyurethane foam, en- 
cased in vinyl. The foam surrounds 
pipe with air cells for insulation 
while the vinyl] provides a durable, 
closed outer surface. The pipe 
cover is made to fit % and % in. 
copper tubing and % in. iron pipe. 
Sterling Alderfer Co., Dept. HA, 
8850 Granger Rd., Akron 18, Ohio. 


Item 61 
Quick-release wrench plier 


Proto’s lever-wrench plier, No. 
291R, is capable of applying a pres- 
sure up to one ton. It’s fitted witn 
a quick-release mechanism to speed 
work. Four tools in one, it can be 


used as a plier, hand vise, clamp 
and pipe wrench. Retail price is 
$2.89. Proto also has a new ball 
peen hammer, No. 1340P, with 2% 
lb head and 16 in. handle. It retails 
at $5.09. Proto Tool Co., Dept. HA, 
2209 Santa Fe Ave., Los Angeles 
54, Calif. 


Item 62 
Instant window de-icer 


Quix Instant Windshield De-Icer 
goes to work instantly to dissolve 
frost, ice, and sleet from car win- 
dows. Can also be used on house 
windows, doors, porch steps, locks, 
wheels, and headlights. It will not 
harm car finishes or windshield 
wipers. Available in 16-0z size to 
retail at $1.49, and 12-o0z size to 


retail at 98¢. Household Research 
Corp., Dept. HA, 84 Rowe St., Au- 
burndale 66, Mass. 


Turn to p. 176 for a listing of 
new aids to help you sell better. 





“Our people jumped 
at the chance when 
we offered the 
Payroll Savings Plan”’ 








i 
s < 
“We invited every employee in the company 


to come along with us on the Payroll Savings 
Plan and invest in U.S. Savings Bonds regu- 





larly. The response was excellent. People appre- 
ciate having the tough job of saving done for 
them —and a lot of them took time to thank us 
for it. And besides feeling good about building 
a nest-egg, they re proud to be part of an effort 
that helps keep our country strong. This Plan 
makes them feel they ‘belong,’ and that’s the 
best kind of personnel relations.” 


If your company hasn't gotten around to 
putting in the Payroll Savings Plan, contact 
your State Savings Bonds Director and let him 
show you how simple the Plan really is. Get his 
experienced help in presenting the Plan to your 
organization. Or write Savings Bonds Division, 
U.S. Treasury Department. Washington, D.C. 
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 @SAWSMITH 


with ADD-A-TOOL 


the radial arm saw that does MORE 


ADD-A-BANDSAW ADD-A-BELT SANDER 


MORE PROFIT... MORE POTENTIAL! This 
big ticket sale takes little more time to close than a 
small sale . . . offers bigger initial profit plus bonus 
profit on SAWSMITH accessories and Add-A-Tools which 
make SAWSMITH a “complete shop.” 


MORE SALES APPEAL...MORE FEATURES! 
Easy to show . . . easy to sell . . . easy to use! 
SAWSMITH does the work of a whole shop full of tools 
from a single power unit . . . a single stand! No other 
power tool provides so many practical features. Says 
“Can Do” to amateurs ... “Fine Tool” to craftsmen! 


MORE SALES SUPPORT! More than 20 million 
readers will see SAWSMITH advertised in Saturday 


ADD-A-joINTER 


_—_— 


ADD-A-painT 
SPRAYER-COMPRESSOR 


Evening Post, Better Homes & Gardens, True, Popular 
Science, Mechanix Illustrated and Popular Mechanics. 
Millions more will see it on TV nationally. In addition, 
SAWSMITH offers materials for local advertising: ad 
mats, radio scripts, TV films, Sawdust Parties with 
special demonstrations, sales training for your store 
personnel . . . backs up your local programs with 
liberal co-op allowance! 


MORE PROMOTION! sAwsMiTH promotes 12 
months a year! Special offers make customers of pros- 
pects ... special plans make purchase easy . . . special 
displays keep sAwSMITH out front. SAWSMITH goes 
from promotion to promotion ... creates year ‘round 
interest, sales and profits. 





First of the Powerful SAWSMITH Promotions of 1961 


SENSATIONAL SALE OF SAWSMITH ACCESSORIES 


Begins February 15th 


Offers your customers savings up to $45.00 
AT NO COST TO YOU! 


This program is dynamically designed to increase traffic and stimulate sales in 
your store. Offers the customer BIG SAVINGS on SAWSMITH merchandise. Acces- 
sories sold in this sale replaced by Yuba at No Cost to You! Promotion will be 
featured in every national sawsmiTH ad. MORE... . special “window-dressing ’ 


special store displays, colorful salesmens’ helps! 





SEND FOR FRANCHISE DETAILS NOW 


Tear a corner... ANY CORNER... from 
this ad, staple to your letterhead and 
for prompt reply, mail to Dept. RHA-261. 
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CHOICE OF 


ANY 5 
1¢ EACH 


Reg. $8.20 Tool Rest 
Reg. $9.55 Set of Lathe Chisels 
Reg. $9.95 Drill Chuck 

» Reg. $8.95 Set of Auger Bits 


Reg. $7.95 Molder 

or many other valuable 

accessories to choose from 
or select 

Reg. $39.95 Cabinet Base for 

only 5 pennies 











YUBA POWER PRODUCTS, INC. 


800 EVANS ST., CINCINNATI 4, OHIO 


A Subsidiary of YUBA CONSOLIDATED INDUSTRIES, INC. 


Want more facts? Circle 197, p. 155 
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NEW AIDS TO HELP YOU SELL 


New catalogs, specification shee’s, catalog sheets and other free 
literature to keep you posted, Circle number, p. 155 for your copy 


ITEM 81—RADIAL DRILL PRESS BUL- 
LETIN — Performance features in 
applications and advantages of the 
new Delta radial drill press are 
illustrated and described in detail 
in the bulletin. Nineteen illustra- 
tions graphically depict the many 
uses, and the flexibility of the drill 
press. Accessories and _ specifica- 
tions are also listed. Rockwell Mfg. 
Co., Delta Power Tool Division, 
Dept. HA, 485 N. Lexington Ave.., 
Pittsburgh, Pa. 


a 


ITEM 82—1961 FAN CATALOG—This 
4-page catalog describes and illus- 
trates the 1961 line of Atlas-Aire 
electric fans. Six models are shown 
including the Model P60, a 20-in. 
suitcase fan; Model P60M, a 20-in. 
mobile fan; Model P60RT, an elec- 
trically-reversible suitcase fan with 
thermostat control; Model A60R, a 
20-in. electrically reversible window 
fan; Model A6O0RT, a 20-in. elec- 
trically reversible fan with ther- 
mostat control; Model A-60, an 
exhaust fan. All features and speci- 
fications are given. Atlas Tool & 
Mfg. Co., Dept. HA, 5147 Natural 
Bridge Bivd., St. Louis 15, Mo. 


ITEM 83—-FISHING TACKLE CATALOG 
—Wright & McGill’s 1961 Fishing 
Tackle Catalog, No. 61, guides and 
assists in selecting tackle. It has 
64 pages of tackle and How to Fish 
information, plus a fishing calendar 
and pictures of the most popular 
game fish. Among the new products 
shown are the Model 14 Stream & 
Lake Spincasting Reel with an ex- 
terior spinning drum for thumb- 
drag control, a complete selection 
of Granger tubular glass fishing 
rods, spin casting and fly models to 
heavy-duty salt water, drift, and 
trolling rods. Every pattern, size, 
and style of the Eagle Claw hooks 
is shown. Wright & McGill Co.. 
Dept. HA, 1404 Yosemite St., Den- 
ver 8, Colo. 


ITEM 84 — BARBECUE GRILLS CATA- 
LOoG—This catalog covering the 1961 
line of Arvin Industries’ Charky 
Barbecue Grills contains a special 
dealer aid section. Added to the 
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display and description of Arvin’s 
Charky grills is a full page of 
tested sales tips and promotional 
suggestions for dealer use. Some of 
the subjects covered include demon- 
stration, combination offers, l¢ 
sale, and off-season and lay away 
and markdowns. Arvin Industries, 
Inc., Dept. HA, Columbus, Ind. 


ITEM 85 — PRUNING GUIDE — Sey- 
mour Smith’s Pruning Guide tells 
the correct time for pruning, and 
how to do it. Instructions cover 
both fruit and shrubs. The reverse 
side of the guide shows Snap-Cut 
pruners such as the Snap-Cut No. 
119 for general pruning, the No. 
354-9 for hedge trimming, the 
No. 700A Electric Lawn Trimmer 
and the No. 318 Pruning Saw. Sey- 
mour Smith & Son, Inc., Dept. HA, 
Oakville, Conn. 


— 


ITEM 86—CREDIT PLAN BROCHURE— 
Contains complete information on 
the new Retail Credit Plan offered 
by Moto-Mower, Inc. The 18-page 
brochure describes how the credit 
plan enables a dealer to offer his 
customers convenient, economical 
time-purchase terms. It tells how 
power mowers, tillers, snow throw- 
ers and any of the company’s other 
products may be purchased for as 
little as $5 down on _ purchases 
under $300. Moto-Mower, Inc., 
Dept. HA, 625 S. G St., Richmond, 
Ind. 


ITEM 87—SPINCASTING BROCHURE— 
The technique of catching bass by 
spincasting is described and illus- 
trated in this four-page, two-color 
brochure. Five photographs show 
the Langley Cast-Flo 999-A spin- 
casting reel in use. Also contains 
diagrams on how to tie the im- 
proved Clinch Knot and the Double 
Water Loop. Another brochure 
available deals with how to ocean- 
fish along the Pacific Coast with 
spinning gear. Tips on rod and reel 
selections and surf-angling tech- 
niques are included. Langley Corp., 
Dept. HA, 310 Euclid Ave., San 
Diego 12, Calif. 


ITEM 88—TRAILER HITCH CATALOG 
—This four-page catalog describes 
the complete line of Big Boy trailer 
equipment. Also included is the 
new line of trailer hitches designed 
especially for compact cars. Shows 
three variations of the Big Boy 
Uni-Custom Hitch which have been 
engineered to cover the require- 
ments for fitting all 10 different 
make compact cars. Big Boy Prod- 
ucts Div., Dalton Foundries, Inc., 
Dept. HA, Warsaw, Ind. 


_ ee 


ITEM 89—METAL BOX, CABINET BUL- 
LETINS — Three two-color bulletins 
describe and illustrate Durham’s 
line of metal boxes, cabinets ond 
displays. Catalog TC-60 describes 
the company’s line of tool chests, 
with and without drawers, designed 
for machinists, electricians, TV ser- 
vicemen, etc. Catalog SP-960 de- 
scribes the storage drawer cabinet 
and open bin line. Catalog AQ-960 
describes a line of multi-drawer 
small cabinets for storing small 
parts of all sizes and shapes. All 
three catalog sheets incorporate 
specification tables with informa- 
tion on dimensions, construction 
material, colors, weight and packag- 
ing. Durham Mfg. Co., Dept. HA, 
Durham, Conn. 


ITEM 90—REPLACEMENT BLOWERS & 
PARTS CATALOG—This eight-page re- 
placement blowers and parts cata- 
log was written especially to aid 
servicemen in selecting blowers and 
parts for heating, ventilating, and 
air conditioning. Performance ta- 
bles and dimensional drawings help 
simplify selection of proper equip- 
ment. Descriptions and specifica- 
tions are written in easy-to-read 
language. Viking Air Products 
Div., Lau Blower Co., Dept. HA, 
5601 Walworth Ave., Cleveland 2, 
Ohio. 


a 


ITEM 91—-REPAIR MATERIAL BULLE- 
TIN — The three-color bulletin de- 
scribes Magic Iron’s Magic Steel. 
Literature discusses the product 
features and lists typical applica- 
tions for household, plumbing and 
automotive repairs. It also con- 
tains price and shipping data with 
information about Magic Steel’s 
three-color bubble packaging. Bul- 
letin S74-5. Magic Iron Cement Co., 
Inc., Dept. HA, 14215 Caine Ave., 
Cleveland 28, Ohio. 





ONE ROLL 


Don’t miss out on this money saving offer. 
During the month of February only you get 
one free roll of 2592 inch “SCOTCH” Brand 
Cellophane Tape when you buy eleven. Call 
your “SCOTCH” Brand Tape supplier now. 
Offer applies to all standard width (3/ inch 
to 1 inch) 2592 inch transparent rolls. Reg- 
ular assorting privileges also apply. Offer 
expires February 28, 1961 


$ REG. U.S. PAT. OFF. 
THE WORD ‘‘SCOTCH’’ AND THE PLAIO DESIGN ARE REGISTERED TRADEMARKS OF THE 3™ CO. 
itanssora Aftnine ano Afanuractunine company 
«+ WHERE RESEARCH 15 THE KEY TO ToneRRew 
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On it’s way to 
the new (ri: Klectro | 


...1¢ pays for months 


And here’s why this exciting General Electric Nite Lite is 





NO BULB, COOL TO TOUCH — THIS NEW “MIRACLE” LIGHT SOURCE peg 


glows all over with soft, green, just right light. It lasts up to 30 times longer $ 1-3 9 
than bulbs — takes only a fraction of the electricity: 1¢ pays for months 
of use. | 
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record sales... 
- Luminescent Nite Lite 


and months of use 


bound to be one of your best and biggest profit-makers! 


G-E PLUS NO. 1: IT PROVIDES EXTRA 
OUTLETS! This new General Electric 
Nite Lite has three outlets around its 
edges, so that you can plug in lamps, 


G-E PLUS NO. 2: YOU CAN HANG THIS 


NEW G-E NITE LITE ANYWHERE. You 
don’t have to move furniture to plug it 
into an outlet. Just hang it up like a 
picture; connect with extension cord. 


G-E PLUS NO. 3: THIS NEW G-E NITE 
LITE HAS SWIVEL PRONGS. It fits 
cramped-up outlets where other lights 
won't go — mounts either flat, or out from 
the wall. Hangs up, too. 


appliances or extension cords. 


BE AN EARLY-BIRD profit-maker. Order 
a big stock of new G-E Electro Lumines- 
cent Nite Lites today. General Electric 
Company, Wiring Device Department, 
Providence 7, Rhode Island. 


Progress /s Our Most Important Prodvet 
GENERAL @@ ELECTRIC 


Want more facts? Circle 198, p. 155 
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Here's the Madden Bill in brief 


Hope for stabilized prices... 


Fair Trade may be dead, but something just as vital—and with 
teeth in it—is fast building up a head of steam. The Madden 
Quality Stabilization Bill is being actively backed by many of 
the nation’s hard-goods manufacturers, on the theory that heavy 
support from this trade could make the bill a law. Roadblock 
has been getting the bill up for a vote; there seems little doubt 
it would pass when votes are counted. This bill states that manu- 
facturers have the right to protect the good name of products 
and trademarks, right up to the point of final sale. This includes 
maintaining fair prices. Teeth in this bill are the enforcement 
procedures. Also, in being federal in scope, no state may “secede” 
and act contrarily. 


e e eo HARDWARE ACE, August 25, 1960 


Shady selling practices... 


Can they be stopped? 


A new attack on shady practices is gathering momentum. It takes 
the form of a new bill before Congress, and it needs 


your help to be passed into law. 


A new attack on shady merchan- 
dising practices that have plagued 
the retail trade is underway. It is 
taking the form of a bill that may 
be voted into federal law, and your 
backing for the bill is urged. 

Called the Madden Quality Stabi- 
lization Bill, the concept is simple. 
Briefly, the bill states: A manufac- 
turer who has many years and 
many dollars invested in the devel- 
opment of acceptance of his brand 
has the right to protect that in- 
vestment. This right extends 
through all of the channels of dis- 
tribution, right down to the point 
of retail sale. 

Congressman Ray Madden of In- 
diana says of his bill: “Early en- 
actment is imperative if our sys- 
tem of distribution of branded 
goods is to be saved from utter 
ruin. 

“. .. And we must restore the 
manufacturer’s incentive to build 
again into his products highest 
quality and top value. 
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“This Quality Stabilization legis- 
lation will contribute more toward 
restoring employment than any 
other legislation that can be en- 
acted in this session of Congress. 

“(The bill) . . . is not in any 


sense a Fair Trade bill and does 
not resemble, nor provide any sup- 
port for, the now repudiated state- 
by-state contract system of Fair 
Trade,” Congressman Madden says. 

One of the major strengths of the 


Use this ballot to cast your vote. Hardware Age will tabulate and forward all 
ballots and dealer letters to the committee considering the Madden legislation. 





Editor, HARDWARE AGE 
Chestnut & 56th Sts. 
Philadelphia 39, Pa. 


Check one: 


Store Name... 





Madden Quality Stabilization Bill Ballot 


lam against the Madden Bill 
| am in favor of the Madden Bill () 
Retail Dealer 
....... City & State 


CI 


Wholesaler C Other 0) 











brand new MIRRO ‘ 
qm money- maker 


FINEST ALUMINUM 


... tops in quality...tops in style! 
Here’s your newest, hottest money-maker from MIRRO— 


° 
, le a practical, economical electric broiler that will go anywhere, 
1 broil anything from mg yn to sirloin, and turn it out 
e just the way you want it! Get 
these broilers in stock and out on Q 5 
str ke zat " soon as you can. $ 
ady-made demand means a 
a portable table new source of gs ay suggested retail 
or counter unit tor you... from MIRRO. 
APPROVED BY 


UNDERWRITERS’ 
LABORATORIES! 


Full-Size BRICK TYPE ELEMENT Easy-Rest HINGED COVER Exclusive OPEN-END SAFETY HINGE* 


Placed at exactly the right height, Stands solidly in fully-open position, Lets cover detach from base, 
in broiler cover, for even heat to make food removal easy. for easy, thorough cleaning. 
dispersal and uniform broiling. 


<n ONgH nn Os D> 
* Guaranteed by % 
Good Housekeeping 
“ 
2” 45 anvransto Wits 


No. M-0105 
700 watts—120 V.—AC or DC 
Shipping Unit: 1 Only, 4% Ibs. 


Big, 9'/2-inch 


broiling surface ! 


MIRRO ALUMINUM COMPANY, MANITOWOC, WISCONSIN ¢ World's Largest Manufacturer of Aluminum Cooking Utensils 
Fifth Avenue Bidg., New York 10 Merchandise Mart, Chicago 54 


Want more facts? Circle 199, p. 155 
HARDWARE AGE, February 9, 1961 © 181 





great start... 
moving 


FOR THE 
FASTEST TURNOVER... 
PUT YOUR MONEY ON 
=) Whole] -7 NN MIN] = 








Vee OTS §' Ches Seer ee + 








“Always terrific . . . “Famed as a sprinter... “Real competitor... “Choice of 
leading field!” gets off fast!” always up front!’’ the pros!” 


rele 
Wood Putty 


dé NY 
. Aras | 
i! COMPOUND ; 
N 























“Still “Great in “Highly rated... “Best on 
cleaning up!” the stretch!” dependable performer!”’ the flat!” 


“Fastest 
of the lot!’ 





a“ 
pags 2 ener — ee NORWOOD, MASSACHUSETTS 
performer! to business! - Addison. Illinois 

Want more facts? Circle 200, p. 155 
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Shady selling practices... 
Can they be stopped? 


(Continued ) 


Madden Bill lies in the fact that, 
unlike Fair Trade, it would as fed- 
eral law be national in scope. No 
one state could withdraw from its 
tenets. 


Use is voluntary 


Another interesting aspect of the 
bill is that adherence to its con- 
cepts is voluntary on the part of 
the manufacturer. That is, manu- 
facturers who are serious about 
protecting the quality of their 
products would be able to do so. 
Others may permit any type of dis- 
tribution and merchandising, as 
they see fit. 

There seems to be little doubt 
that the bill would become law, if 
it can be brought to the floor for a 
vote. You can hasten this day by 
casting a “Yes” vote on the ballot 
on these pages, or on a facsimile. 
Your letters and opinions will also 
be welcome. All such dealer re- 
action will be forwarded to the 
committee considering the Madden 
Sill. 


Bill cuts time lag 

Under the bill, discounters and 
others who violate its principles, 
would be dealt with swiftly and 
severely. Enforcement is another 
strength of the Madden measure. 
And the bill cuts through the red 
tape of time lags which are known 
generally to weaken some present 
FTC and other federal enactments. 

Congressman Madden is_ con- 
fident that his bill will become law 
this year, but a large dealer re- 
action would be added insurance. 

Since many key firms in the hard- 
goods manufacturing and _ whole- 
saling industry are supporting the 
bill HARDWARE AGE urges your 
support of the Madden Quality 
Stabilization Bill. 

If you wish copies of the bill 
(H.R. 9692) and other data about 
its purpose and probable effects, 
write to Quality Brands Associates 
of America, Inc., 1001 Grant St.., 
Gary, Ind. 
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Dealer finds profit 13 (0) HGH e)', "4 


in pushing brands 


“The trade feels more comfort- 


able, knowing your store depends | WA i , i , 
largely on branded merchandise to | 

satisfy its needs. Accordingly, we 

merchandise the quality image of 


well known brand names.” | 7-O (eps Ce) &4 

This is the philosophy of the | 
owners of a new hardware store, | 
Lehman Builders’ & Home Sup- 
lies, Opa-locka, Fla. This is the 
third store in the Miami area of 
Florida for the Lehman firm, 
headed by Harry Lehman. 

This firm uses a dual trademark: 
“Famous names to go buy—At 
prices you can afford to pay.” This 
dual theme appears on the store, 
in the store and in promotions. 

The store, illustrated in the ac- | ik 
companying photograph, has logo- | \* 
types of famous hardware brands 
scattered across the wooden-face 
portion of its exterior. 


’ 


b 4 


An expansion anchor for quick and 
easy fastening of fixtures to wall- 
board, plasterboard, lath and 
plaster, hollow tile, plywood, and 
similar construction. 


; 
e 


; 


been neeeee eee saaAaeeee 


Insert Anchor Expand Fasten Fixture 
“Customers passing by for the 

first time know that quality is our ALSO NEW! An attractive assort- 

business,” the owners say. The firm ment of carded products for self- 

Spans spon pons quanity asting shee! service merchandising including 

a weapon against spreading local Toggle Bolts, Dazy Hollow Wall 

competition of imports and private Pts wate Nail cision Wikies | 

brands. par . 

Anchors with screws, and Dart ” 

Carbide. Masonry Drills. 





Made in U.S.A, 


HARDWARE HUMOR 


Complete 
mall oe EY LINE OF 

| TC f MASONRY 
ANCHORING 
AND 
DRILLING 
DEVICES 





Arro Expansion Bolt Company 


| nae slo) a t- 7: Me Bitola) Pm Oliite 
That young Hanson is an aggressive | 
devil,” 
Want more facts? Circle 201, p. 155 
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How a... 


wholesaler’s program 


... helps my store 


Last fall hardware dealers in the Toledo-Detroit market were of- by J. L. Hampe, The Hampe Co., 
fered a new merchandising program. More traffic, more sales, Toledo, Ohio 

greater identification as a hardware store were the aims of the 
program. Participating stores would be identified as Gocd Neigh- 
bor Hardware and Housewares Stores. Consumers were to hear 
about Good Neighbor Stores, and the merchandise they offered, 
through television and by newspaper advertisements. This was 
the merchandising program of Bostwick-Braun Co., Toledo whole- i 3 
saler. The program was first described in HA, Oct. 6, p. 135. Price competition is severe, but, 
Now here is a first-hand account of how that program produces by no means the only form of com- 
results for a dealer, as told by a dealer who has been a pioneer petition. 

in the program. We sell quality merchandise at 


Like independent hardware deal- 
ers everywhere, we are faced with 
all kinds of competition from every 
direction. 


Dealer's window trimmed in accordance with wholesaler's display program plays up merchandise and also store's 


Good Neighbor identification. 


= 
= 
~ 


Re 
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SWING-A-WAY Standard Can Opener 





Here’s another outstanding promotion 
by the stand-out promotion leader! 
The Swing-A-Way Standard Can Opener 
is the top value in the field at 
the regular price of $2.98... but 
what a buy it is for your Hardware- 
Housewares Week customers at $2.48. 
Best of all, you make your full 
Swing-A-Way mark-up. Order the 


No. 506 Deal now... offer is limited! 


NO. 506 HARDWARE - HOUSEWARES PROFIT PACK 








CONTAINS j RETAIL EACH | TOTAL RETAIL 


= — 


= 











3-No. 507W White $2.48 $14.88 
| 2-No. 507Y Yellow 2.48 
| 1 -No. 507S Sandalwood 2.48 














_——EE 


Shipping: 3 No. 506 Deals to Shipper . . . Weight: 26 Ibs. 


YOU CAN SELL MORE, MAKE MORE WITH Si) NG . fh: WAY 


SWING-A-WAY MANUFACTURING COMPANY e¢ 4100 BECK AVENUE e¢ ST. LOUIS 16, MISSOURI 
Want more facts? Circle 202, p. 155 
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it’s easier to sell the 





Line 





/ Modern 








than to sell against it! 


RIDING MOWERS 


4-wheel and 3-wheel models that 
embody the highest standards in design, 
construction and styling. Each is engineered 
for stability, power, easy operation and long 
life...and each is a top value in its price class. 








SELF-PROPELLED AND PUSH TYPE MOWERS 


A complete range of popular, fast-selling 
mowers ...18”, 19” and 22”... from 2 h.p. to 
3 h.p. This is the famous LawnFlite Line— 
America’s No. 1 Mower Line in VALUE and 
SALES. They out-sell all other mowers by a 
wide margin! 








WHEELBARROWS 


Three models of lawn and garden wheel- 
barrows, in 3 cu. ft. and 4 cu. ft. capacities. 
Also a rugged wheelbarrow for contractors, 
farmers and industrial plants, in 4 cu. ft. and 
5 cu. ft. sizes. All are priced for rapid turnover. 





LAWN CARTS 


A cart for every homeowner, in capacities of 
2% cu. ft., 3 cu. ft. and 4 cu. ft. Styled and 
constructed to Modern Line standards. Two- 
tone automotive finish...reinforced trays... 
over-size axles. Definitely your best ““buy’’. 








SPREADERS 


Four Modern Line spreaders...from a promo- 
tional item up to de luxe models that will please 
your most critical customers. You get all the 
best and ‘most wanted”’ features. Sizes range 
from 30 Ibs. capacity to 70 Ibs. capacity. 





YOUR WHOLESALER WILL GIVE YOU PRICES AND 
FULL INFORMATION ON THE MODERN LINE 


How a wholesaler’s 
program helps my store 


(Continued ) 
fair prices. Given the opportunity 
we have no difficulty in selling the 
quality of our merchandise. A good 
example is a 6-ft aluminum Christ- 
mas tree selling at $19.95, which 
was an item in a Good Neighbor 
Promotion program. In spite of the 
fact that 614-ft aluminum Christ- 
mas trees are heavily advertised by 
volume retailers at prices as low 
as $7.77, we have sold a substan- 
tial quantity of our quality trees. 

The value is there and our people 
know and sell the features. Our 
trees have more branches (94 as 
compared to around 49); more 
leaves per branch; easy to assem- 
ble and disassemble; and a fine 
package which protects each branch 
from damage and dust during stor- 
age from year to year. 

People may be attracted by what 
seems to be a “buy.”’ But, what 
they really want is a full tree, not 
a skimpy one at a price. 

Our store is in the downtown dis- 
trict and we feel the effects of the 
growth of suburban shopping cen- 
ters. 

Another problem is the fact that 
we can’t match the advertising of 
the volume retailers. 

Traffic is our major problem and 
we need help in directing the buy- 
ing public to our store. That is the 
reason we joined Bostwick-Braun 
in the Good Neighbor Program. 

The daily television spots from 
the middle of October to mid-De- 
cember and the newspaper adver- 
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MODERN TOOL @ DIE Co. 
5389 West 130th Street Cleveland 1] Ohio 


Want more facts? Circle 203, p. 155 
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“You have your nerve.” 





tising not only attract more cus- 
tomers to our store; they add to 
the prestige of our store as a good 
place to shop by continual display 
of the Good Neighbor trademark. 

The window display done by a 
professional organization was very 
good and has drawn customers into 
our store right from the start. 

We like the local aspect of the 
program. All of the products are 
good sellers in this area and are 
readily available from our whole- 
saler. 

The first phase of the program is 
not complete as yet. So it 
early to measure all of the benefits 
to us. Our experience so far has 
been good and we look forward to 
the next phase. —End 


is too 


Action boosts sales 
of plastic dinnerware 


An Ohio dealer has found two 
sure-fire ways to build interest and 
sales in his plastic dinnerware sec- 
tion. In fact, this dealer has 
doubled sales in three years with 
his novel ideas. 


The two ideas work in a definite 
pattern. The first draws traffic to 
the plastic dinnerware counter. The 
second clinches sales. 

Several times a day, this dealer 
or one of his staff “accidentally” 
bumps the corner of the dinnerware 
table. This always sends a couple of 
plastic plates pounding, with a 
great racket, across the asphalt tile 
floor. 

The enough to make 
shoppers walk toward the section 
to see what has happened. The cus- 
tomers are often startled to see 
that despite the falling dishes and 
all the noise, none of the dinner- 
ware is broken or chipped. This 
often gets one or more women 
shoppers to handling the merchan- 
cise. 


noise is 


Now phase two takes over. 

The dealer has installed a big, 
150 watt bulb with switch in the 
corner of the display. To each in- 
terested shopper, he flips the switch 
and shows the plate against this 
strong light. Then he slides his 
open hand between the light and 
the plate, and the shape of his hand 
shines through. 

“Just like fine china,” 
a customer. 


says many 


we ap 


we wie 


Plus. Ese 
FREE 
Merchandising Aids 





“oe oe v8 os 


$ " Guarakioed by © 
eres 


® BD-SPA-1 DURO-PLASTIC ALUMINUM 
® BD-LS-1 Liquid STEEL 
© BD-EPX-1 DURO-PLASTIC E-POX-E GLUE 





> HAPPY HOME VALUES” 


“\ one Tube FR FE with every dozen 


DURO-PLASTIC ALUMINUM, = STEEL and E-POX-E GLUE 


and then some* 


— gives you 4 special recipe for extra profit! 


Here's the best HARDWARE WEEK 
SPECIAL we've ever had for you. 
Not one, not two, BUT THREE 
SPECIALS on the fastest 
selling items . . . in the 
nation’s fastest selling fix- 
it line. All are backed by 
the biggest advertising pro 
gram in DURO-PLASTIC 

history. 


Mother - in-law Approved Promotion 


ee 


"EXTRA SPECIAL!” \ 


f i really get 14 tubes for the price of 12 


because in every Baker’s Dozen there is a 
4 valuable coupon. 12 of these coupons earn | 
you one dozen tubes FREE of any DURO- a 
Offer ‘PLASTIC 69c item: LOCK-it, Darn, 
es %, PLASTIC MENDER or WHITE @# 


Exp 
GLUE. Complete details 
April 30, 1961 ~~ seit each carton, tT 


THE WOODHILL CHEMICAL CORPORATION 


1390 East 34th Street - 
“Originators and World's Largest Manufacturers of PLASTIC ALUMINUM” 
Want more facts? Circle 204, p. 155 


Cleveland 14, Ohio 








NEW, LOW PRICES 
KLAMPON 


| Re-usable Menders & Couplings for Plastic or Rubber Hose 





i 








PATENT NO. 2.725.246 


Revolutionary, new KLAMPONS are now in the same 
price range as old-fashioned menders and couplings 


@ KLAMPON MENDER-COUPLINGS mend plastic or rubber hose instantly, 
or couple two pieces of plain-end hose. Just insert hose ends and press 


the lever down. 


KLAMPON FEMALE COUPLINGS replace worn, bent female couplings. 
KLAMPON MALE COUPLINGS replace bent, leaky male couplings. 
Made in the popular hose sizes—7/16, 1/2 and 5/8”, and individually 


visual-packed for self-service. 


Made of solid, rust-resistant metal, with tempered steel spring. 
Want more facts? Circle 205, p. 155 
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nother great offer from Pittsburgh Paints- 


Now... get in on big-Prol 





PittssurGH' PAINTS 


Maettro® cocor MIXING MACHINE 








GET ALL THIS—with minimum investment! 3 ee 
@ Amazing new thrift-priced 


e Color-mixing machine e Album of MAESTRO® Pittsburgh Paints MAESTRO 


@ Take-home color cards COLORS for easy cus- Color Mixing Machine—yours 
to give customers tomer selection with minimum cash invest- 


@ Special contractor color §e Formula book with easy ment! Mixes any of 562 colors 
deck mixing instructions in less than one minute. 
easy to operate, trouble-free. 


P PITTSBURGH PaINTS 











PAINTS «+ GLASS « CHEMICALS + BRUSHES + PLASTICS + FIBER GLASS 


IN CANADA: CANADIAN PITTSBURGH INDUSTRIES LIMITED 
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~ Custom-Mixed Paint Volume 





with Minimum Investment! 





New low-cost Pittsburgh Paints color mixing machine is yours 
with minimum down payment, pays for itself out of profits! 


@e Demand for custom-mixed 
colors is growing by leaps and bounds. 
It’s a demand that spells real volume. 


@ So don’t miss out—take advan- 
tage of this great Pittsburgh Paints 
offer now and prove to yourself how 
much extra money you can make in 
the custom-mixed business . . . with 
minimum cash investment. Pay for 
your machine (priced at a record low) 
the painless way . . . out of extra profits! 


Precision-made mixer: 


1. Gives your customers a choice of 
562 colors in each of 10 different 
interior and exterior finishes. 


Please rush full de- 
tails on how I can 


get into the custom- naAME 


Pittsburgh Plate Glass Company, 
Paint Division, Dept. HA-21, Pittsburgh 22, Pa. 


2. Requires only six colorants, two 
types of tinting bases. 


3. Accurately dispenses colorants 
without muss. 


4. Takes only seconds. . 
no training to operate. 


. requires 


5. Provides trouble-free service for 
years—has no complicated parts to 
get out of order. 


Mail coupon today for all the facts 
on this big-profit, low-cash deal. It’s 
the hottest proposition in the paint 
business today! 


alc PT ke oa 





mixed paint business 


. ee" Re 
with minimum auooen 





investment! 
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BUILDERS HAROWAR 
& SUPPLY CO. 


Better service to its customers is the object of Builders’ Hardware & Supply Co.'s new office, warehouse. 


A wholesaler invests in the future 


Here’s a wholesaler whose confidence in the future 


resulted in building a new office and warehouse 


to better serve the hardware trade. 


Robert A. Wesche, president and 
general manager of Builders’ Hard- 


ware & Supply Co. 
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The vitality and progressiveness 
of the hardware wholesaler is evi- 
denced in the opening of another 
new, modern office and warehouse 
to better serve the trade. This is 
the new cffice and warehouse of 
Builders’ Hardware & Supply Co., 
Tulsa, Okla. 

Builders’ Hardware will hold a 
formal opening of its new facili- 
ties at a Dealers’ Spring Market 
and Open House on March 18 and 
19. Architects and general con- 
tractors are invited to a _ special 
Open House on the evening of 
March 17. 

Robert A. Wesche, president and 
general manager of the firm, points 
out that employees are proud of 
the new office, as the entire ar- 


rangement was designed for their 
particular business. The manage- 
ment of Builders’ Hardware for 
several years gathered information 
and ideas for an efficient, practical, 
and economical layout and opera- 
tion. 

The new set-up is actually two 
buildings. The contemporary office 
building is in front of the ware- 
house, and is joined by a firewall 
and two fire doors. 

While the general office area is 
at one end of the building, the 
sample room, display room, sales 
office, buyers’ offices and the gen- 
eral manager’s office are easily 
accessible. 

Two display rooms, along with 
the office area, cover more than 
4000 sq ft of floor space. This area 
is air-conditioned. One of the dis- 
play rooms features dealer mer- 
chandise. The other is a builders’ 
hardware sample room. 

In constructing the display rooms, 
many of the specialty items sold by 
Builders’ Hardware & Supply Co., 
such as doors and frames, windows, 
and toilet partitions, were used in 
various sizes and styles to provide 
permanent displays. 

Features of the new warehouse 
include the use of dome-type sky- 

(Continued on page 197) 
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ANOTHER FIRST FROM THE / NON-YELLOWING 
BUTCHER FAMILY OF FINE WAXES! / EASY TO APPLY, 


EVEN ON VINYL 
THE LASTING BEAUTY 

i AND ECONOMY FOUND 

ONLY IN REAL WAX 


BUTCHERS § 

















BUTCHER CELEBRATES 


with valuable give-aways to bui 
OFFER *1 


WITH 5 CASE ORDER 


UNIQUE NEW 

TROY PORTABLE 
ELECTRIC 

VACUUM CLEANER 
$1495 RETAIL VALUE 


Every housewife, 
including your 
own, will want to 
own this wonder- 
ful work saver. 





7 a IF ‘a with either deal-all the material you 
need to raffle off one of these valuable prizes in 
your own store! Think of the store traffic it will 
bring your way! Display free prize next to entry 
blanks. ‘Use window banner to bring customers in. 


wry COME IM. ENTER THE is 
i SUTCETS WAN EE | Btn 
Bi in OR WINDOW 


100 FREE 


NOTHING 10 BUY! ENTRY BLANKS 


oe ween cae __—____— RAFFLE BOX COVER 





JU3H LHOW AGING 
3344 UNDA dOUd 


iDNIMVUG 3Zidd XVM 


S.YFHOLNG Ni NIM OL 





























1 NEW WHITE STRIPE WAX 


Id greater store traffic for you! | 
OFFER *2 


WITH 3 CASE ORDER 


22K GOLD-TRIMMED 
GOLDEN CARAFE 

TWELVE GUP COFFEE 

POT & MATCHING BRASS- 
PLATED WARMER 

$9° RETAIL VALUE! 


A smart, modern 
serving piece with 
lots of homemaker 
appeal! 





PLUS with either order- You get FREE, one 24-can case of 2 pt. 
samples of NEW BUTCHER’S WHITE STRIPE. 
‘ Your retail clerks each get FREE, a quart can of White Stripe. Just 
send us name and home address of each clerk and we'll send the gift! 
*DEAL LIMITED TO 1 PER CUSTOMER 
Free prize merchandise will be given to all qualified dealers who 


order as specified. Prizes cannot be used for raffle purposes in states 
where prohibited. 


| DISPLAY BUTCHER WAXES—FEATURE THE GIVE-AWAY 





BUTCHERS 


g™ 


WAX, 


55 9)S20-0)} 


BUTCHERS = Fresh 


Way BOSTON POLI§H 





= SS einnntiiiiinndenenesnneniennal 


ALERS: 


If you are now a member of Butcher’s Approved Dealer Association, you need merely place your order. * 
If you are not yet a member of the Association, the form below will serve both as your application for 
membership and your initial order. (There are no charges of any kind for membership in the Butcher’s 
Approved Dealer Association.) Here is what Butcher does for Approved Dealers: 1. Makes at least two 
special promotion offers each year. 2. Makes every effort to increase the member’s total sales on the 
Butcher line. 3. Supplies a certificate of membership, seal and special promotional material. 4. Consults 
helpfully with all members in all matters relative to Butcher’s Quality Products. 


= 





—-~--- + - 


OFFER ENDS MARCH 31st, 1961 


Fill out today. Be sure to give us names and addresses of your clerks on separate sheet. Send to 
The Butcher Polish Co., 183 Commercial St., Malden 48, Mass. 


[] Please enter my application for FREE membership in the Butcher Polish Co. Approved Dealer 
Association and enter my order, as specified below, for delivery from 





(Name of Jobber ) 


[] As a member, I'd like to take advantage of your Spring Spectacular Offer. Please enter my order 
for the following for delivery from 











(Name of Jobber) 


DEAL *1 


Includes free promotion prize and materials 


DEAL *2 


Includes free promotion prize and materials 


STORE 
ZONE 


Minimum order—2 cases of White Stripe 
3 cases of any other product 


CASES 

WHITE STRIPE 
Non- Yellowing 
Washable 4/1 g. 
Self-polishing 6/% g. 


To complete order, specify 3 cases of any item 
or items listed below: 


12/qt. 


GREEN STRIPE 
Waterproof 
Self-polishing 

Boston Polish 
Paste Wax 


White Diamond 
Paste Wax 


Flo-Paste 
Liquid Paste 
Wax 


Tile Wax 
Paste Wax 


OTHER (Specify) 


12/at.. 
6/% g. 
4/1 g. 
12/1 lb. 
12/2 lb. 
6/4 lb. 


12/1 lb. 
12/2 lb. 
6/4 lb. 


12/qt. 

6/\% gal. 
4/lg.... 

12/1 lb. 


ADDRESS 








Minimum order—1 case of White Stripe 
2 cases of any other product 


CASES 

WHITE STRIPE 

Non- Yellowing 

Washable 4/1 g. 

Self-polishing 6/\% g. 
To complete order, specify 2 cases of any item 
or items listed below: 
GREEN STRIPE 

Waterproof 

Self-polishing 
Boston Polish 

Paste Wax 


12/qt. 


12/qt. 
6/\% g. 
4/1 g. 
12/1 lb. 
12/2 lb. 
6/4 |b. 


12/1 lb. 
12/2 lb. 
6/4 lb. 


12/aqt. 
6/% gal. 
4/1 g. 
12/1 lb. 


White Diamond 
Paste Wax 


Flo-Paste 
Liquid Paste 
Wax 


Tile Wax 
Paste Wax 


OTHER (Specify) 








DEALERS NAME 














It's 
Revolutionary... 


C) 


Pre-pric 








o Yeo 
tells the 
price! 








SCREW AND BOLT CORPORATION OF AMERICA 


QUICK-AS-A-GLANCE 
PRICING...match the bolt 
with the color chart... and 
here's what it means: 


+sales + profits 
+-turnover — expense 
— space 
WHO said it couldn't be 
done? Screw and Boit 
Corporation has done it! 


here’s how it works... turn page, please... * 





New pre-assembled 
color-coded-bolt 
merchandiser puts 


you in business... NRHA 


APPROVED 
DISPLAY 


Merchandiser holds standard package quantities... 
53 sizes and types . . . all fast-moving sizes recom- 
mended by NRHA Turnover Handbook .. . and 
every bolt is rust-resistant plated. 


INITIAL STOCK SHIPPED WITH MERCHANDISER 
Size and Quantity Shown 


ROUND HEAD STOVE MACHINE BOLTS (Con'’t.) 
BOLTS—ZINC PLATED 

3/16 x 3/4” 100 

3/16x1 100 

1/4 x 3/4 100 

1/4x1l 100 

1/4x 1-1/4 100 


FLAT HEAD STOVE 
BOLTS—ZINC PLATED 
3/16 x 3/4” 100 1/4x 1” 100 
3/16x1 100 1/4x 1-1/2 100 
100 100 
100 -1/ 100 
100 


CARRIAGE BOLTS 


MACHINE BOLTS 


~ 


-1/2 


“~ 


= 
N 


5/16 x 1-1/2 100 


5/16 x 2 
5/16 x 2-1/2 
5/16x3 
3/8x 1-1/2 


100 
100 
100 
100 


3/8x4 
1/2 x 2-1/2 
1/2x3 
1/2x4 


™ ~~ 
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xxx «KK DADDY x x x xm x 
— 
N 


“a 
— 


— 
mM NN 


LAG BOLTS 
1/4 x 2” 
1/4x3 100 
5/16 x 2 100 
5/16x3 100 
3/8x2 100 
100 3/8x3 100 


WON | 


ip ™“ 
—" 
“= 
NO 


WN He KK WD ee 
ce : 
N 


1, 
1 

l, 
1, 
1, 
1, 
9, 
5 
5, 
5, 
5 

3, 
3) 
3 

3/ 
3 
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Here’s what Screw and Bolt’s revolutionary color-code 
pricing means: 
e quick-as-a-glance pricing . . . just match the bolt 
with the color chart 
e no more pricing problems at check-out 
* no more price-marking . . . the color tells the price 
e no more price-change problems. . . new color charts 
will be issued 
Here’s what the new color-coded bolt merchandiser 
means to you: 
e traffic-stopping merchandiser changes bolts from de- 
mand to impulse items 


e fast-moving bolts (nuts attached) stocked at one 
location . . . no more running to the back room when 


SCREW AND BOLT CORPORATION 


P. O. Box 1708 . 


=: 


ok oy" wy 


Merchandiser —36’ wide, 

| em NceR 22” deep, 64” to top of sign. 

| COLOR ON BOLT DENOTES PRICE 

| PRICE FOR EACH: 
scone tpl Checkout, color- 
LAG BOLT coded price card. 


PRICE FOR TWO: 
STOVE BOLTS 


SCREW ONO 80 GRPORST On OF Lat ReCa © 











%? 


the customer says “‘I want some of these. . . 


e attractive display of bright, plated, rust-resistant 
bolts upgrades sales for higher profits 


e merchandiser equipped with prominently-displayed 


color-price chart (with additional handy charts for 
check-out locations) 


e re-stocking simplified . . . labels for all sizes included 


Contact your preferred wholesaler for the profit story 
on Screw and Bolt’s revolutionary color-coded, pre- 
priced bolts. 


Place your order now for immediate delivery of the new 
profit-boosting color-coded bolt merchandiser . . . the 
really new idea in selling nuts and bolts. 


VMA-7624 


OF AMERICA 


Pittsburgh 3O, Pennsyivania 


DIVISIONS: Pittsburgh « Gary « Southington Hardware « American Equipment 


AMERICA’S MOST COMPLETE LINE OF INDUSTRIAL FASTENERS 





A wholesaler invests 
in the future 
(Continued from page 190) 


lights to reduce the use of artificial 
light, new adjustable steel bin 
racks, and a receiving dock adja- 
cent to a railroad spur to facilitate 
unloading. Three parking areas are 
available to accommodate customer 
and employee parking. 

The service department em- 
ploys a full-time locksmith. The 
shop is completely equipped to han- 
dle any kind of door-closer repair- 
ing service. Now in the making is 
a new shop to rework and provide 
metal door and frame repair ser- 
vice. 

Builders’ Hardware & Supply Co. 
was organized by Robert A. Wesche 
in 1952, with six employees. The 
firm now requires a minimum of 
24 employees. 

The firm has five outside sales- 
men servicing accounts in parts of 
the four state area of Texas, Okla- 
homa, Kansas, and Arkansas, with 
a complete line of builders’ hard- 
ware, abrasives, carpenter tools, 
adhesives and associated specialty 
items. 

The firm’s Contract Specialty 
Department, is under the super- 
vision of Vern G. Garbe, who has 
been associated with Mr. Wesche 
for the past 15 years. 

Mr. Wesche points out that the 
success of the company is due to 
its establishing a _ stable dealer 
policy, and by specializing in the 
distribution of products handled by 
lumber dealers and the construc- 
tion field. 


ACTUAL 


With every Utica sale 
another delighted tool 
user will look to you with 
confidence. He’s the real 
user of tools—your best 
customer. Better than 

anyone, he knows and 
HARDWARE HUMOR loves a precision tool de- 
signed and produced to 
the highest standards. 
And he will be back to 
select other models from 


rt the world’s broadest plier 
13 





opeamie 


line. Stock, Display and 
Sell Utica. 


Utica Drop Forge & Tool 


U 5 nisras | | 


eee ~ / kK Division, Kelsey-Hayes 
analy AROMAS | 


Company, Utica 4, N. Y. 








tools the experts use! 
Want more facts? Circle 209, p. 155A 
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YOUR WEED KILLER PROBLEMS FOR ’61! 





. =» = WEEDONE SOLVES 





Contents Ont Quant 


NEDO 


24-9 Weed Killer 
Olve SUVEX (2.4,5.19) 











What about 
Chickweed? 
USE WEEDONE! 


YOU DON’T HAVE TO BE A WEED EXPERT... 


USE WEEDONE! WITH SILVExX. It’s a combina- 


JUST RECOMMEND 


| WEEDONE 
 SILVEX 


—KILLS MORE 
BROAD LEAVED 
LAWN WEEDS 
THAN ANY OTHER 
WEED KILLERS! 


OS A) ek ek) 








Now—Amchem gives you the 
first really complete selective 
Oxalis? weed killer to sll—_WEEDONE 


tion of proven chemicals that 
kills more broadleaved lawn 

















Henbit? Prostrate Spurge? weed killer! That means when 
USE WEEDONE! | USE WEEDONE! your customers ask about broad- 


weeds than any other chemical 














leaved lawn weeds, all you have 





Dandelion? 














FULL 40% DISCOUNT 


plus extra discounts, 
and bonus premiums! 





<QUHED 











. eat" oa 
$F Mak 


“Want 


to say is “WEEDONE!” to an- 
swer most of their requirements. 
Plantain? Sell the original weed killer! Sell 


USE WEEDONE! , USE WEEDONE! the new leader! Sell WEEDONE 


WITH SILVEX! 





| BIGGER THAN EVER | WRITE FOR FREE COPY 
© ADVERTISING SUPPORT! | OF NEW WEED 


' and a complete program ~ 
i of merchandising 2 BOOKLET, 
> backup! Me 





AMCHEM PRODUCTS, INC. 


Amchem and Weedone are registered trademarks of 
AMCHEM PRODUCTS, INC. (Formerly American Chemical 
Paint Co.) AMBLER, PA. « Niles, Calif. * St. Joseph, Mo. 
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L ottore 


from Hardware Age Readers 





A little gripe 
Dear Editor: 


I sometimes feel a little like Mr. 
Bakker whose letter was published 
recently (see HA, Dec. 29, p. 71). 
But really, the editor’s note to this 
letter seems to me to be more to 
the point. 

We all have our little gripes and 
we could name names of some of 
the hasty manufacturers who are 
anxious to make a fast buck. 

However for each one that is 
hasty, there are 10 good reliable 
firms that run on an even keel. And 
sometimes I think that manufac- 
turers’ reps behave in a fashion 
that causes the manufacturer to 
lose face. 

All in all, most national brands 
of merchandise do a fairly good job 
of protecting the wholesaler and 
the retailer. 

I’d like to tell you that I think 
your publication is most helpful. 
I’ve been reading it for four years 
and never miss a page. 

Cordially, 
Rex Bennett 
Hawthorne Hardware 
1525 N. Main Street 
Wheaton, IIl. 


Loyalty to brands? 
Dear Editor: 


A letter in the Dec. 29 issue, p. 
71 by Mr. Bakker of Midland Park, 
N. J., was of special interest to us. 
We have felt for some time that we 
were wasting our efforts in pro- 
moting national brands in small 
appliances. The enclosed ad is self 
explanatory and we feel the situa- 
tion is particularly bad in the 
Spokane area. This ad shows a 
West Coast chain promoting a 
nationally known line of appliances 
at less than our wholesale cost, 
advertising 40 percent off of list. 

Why, in view of ads of this type, 
should we feel any loyalty towards 
nationally advertised merchandise? 
In years past, this appliance maker 
did fight to protect the integrity 
of his policies, but now when so 





many of the leaders are giving up 
why should the independent dealer 
feel any loyalty to any national 
brand? 

There are a few, very few, lines 
that are handled in a way to make 
them attractive and profitable to 
all dealers. We admire the courage 
of these manufacturers in doing 
this. 

We heartily agree with Mr. 
Bakker and sincerely hope there 
are more dealers who agree with 
his ideas. 

Yours very truly, 
Don McLean and 
Bob McLean 
Trent Hardware 
Spokane, Wash. 


Permission granted 
Dear Editor: 

We were much impressed with 
the Nov. 17 editorial in HARDWARE 
AGE, on p. 7, and would like per- 
mission to reproduce it for distri- 
bution among our dealers. 

George W. Brownlow, Jr. 
L. J. Kingsley Co., Inc. 
1-13 N. Depot St. 
Binghamton, N. Y. 


Editor’s note: We're happy to 
extend permission. 


Booke 


for a dealer's library 





“Credit and Collection Letters: 
New Techniques to Make Them 
Work!” will interest dealers who 
wish to expand or improve their 
credit programs. Besides much in- 
formation on credit management, 
this book shows hundreds of let- 
ters and suggestions to improve 
collections, build good will, backup 
outside salesmen, offset mounting 
competition, and to cut credit cor- 
respondence costs. The book, also, 
will sharpen your letter writing 
ability. Written in layman’s lan- 
guage, all examples of letters have 
been successfully used to improve 
credit management. Available from 
Channel Press, Great Neck, N. Y. 
Pages: 295. Cost: $5.95. 
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WOO WEEDONE 


SPOT GRASS KILLER 


Weedone § 
pot . I: 
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SYLVANIA LIGHTS YOUR WAY TO BIGGER PROFITS! 
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Rack ’em, stack ’em 


COLOR PACK 
S SWINGING 


Here’s the first bulb package designed 
to boost your sales! And Color Pack 
really does it! *Sales are up as much as 
66% wherever Color Pack is on display 
— based on results across the nation in 
chains and independents! Here’s why — 


Color Pack is first to consider the house- 
wife—the bright colors of the big display 
remind her to buy bulbs! 
Listen to your cash reg- 
ister ring out the story. 


Another Color Pack 
first! The shipping con- 
tainer is color-coded by 
wattage too! Makes it 
easier to spot different 
sizes in the warehouse. 
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YLVAN 


Still another Color Pack 

first! No more out-of- 

stock problem. Stock 

boys can quickly see 

which sizes are running 

low, can just as quickly restock the 
shelves. Only Sylvania gives you this 
complete warehouse to housewife color- 
coded system. 


Want more? Coming up. Sylvania 
national advertising starts the impulse 
headed your way. Watch for it in The 
Saturday Evening Post. Listen to it on 
Arthur Godfrey over CBS and Don 
McNeill over ABC. 


Be ready for the demand. Just reach for 
the phone and call your Sylvania 





Distributor. Lighting Division, Sylvania 
Electric Products Inc., Dept. 89, 60 
Boston Street, Salem, Mass. In Canada, 
Sylvania Electric (Camada) Ltd., 
Montreal. 


2 MORE 
WAYS TO 
WIN SALES 








Subsidiary of GENERAL TELEPHONE & ELECTRONICS 
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How about a directory to speed traffic, save time? 


If you promote self service you 
should try to make the customer's 
job as simple as possible. Few 
ideas can help you better in this 
regard than a directory of depart- 
ments, as shown in illustration. 

Somewhere in just about every 
self-serve store there is overhead 
space for a listing of merchandise 
sections and numbers keyed to dis- 
play areas. When this space is 
used for directing customers, sev- 
eral things happen: 


—Customers are happier. You 
have simplified the hunt-and-peek 
game of finding merchandise in a 
hurry. 


—Your clerks are happier. They 
won’t have to stop every two min- 
utes to give the trade directions. 


—You are happier. You'll save 
time and money all around, and 
many customers will buy more in 
your store because your directory 
sign plants new ideas in their 


minds. Maybe much of your trade 
is unaware that you sell TV trays 
or tennis equipment. 

If you use a directory, make the 
letters large and dark, so the bi- 


focal set can see them. Keep the 
panel up to date. When you change 
a section, change the directory to 
match. Make certain all key de- 
partments are represented. 


The directory can be altered with department changes. 
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GENERAL 


HUMIDIFIER 


Exclusive “MOISTURE-MATIC” 
design is completely trouble 
free. No float to stick. Corrosion 
free pan. Lifetime diaphragm. 
Guaranteed one year on parts. 





FUEL 
OIL 


Soot Remover 


Instantly cleans flues and fire 
chambers in any kind of fur- 
naces and water heaters. Will 
not damage nozzles or parts. 


Cuts heating bills up to 25%. 


3 PLUMBING 


1 FURNITURE 


MiRECTORY 


woth iS CaRC eee 
(3 POLISHES 16 LOUVERS 
12 MOPS 17 THERMOS 
14 DRAPERY 17 PICMIC nett 
‘4 COATINGS 16 HOSE pom mma 
IS CANS 8 WHEELGOOSS 22g88RE 








PERFORMA 


‘QUALIT 


FILTERS 


E. 


hy, EL on FuLTER ot 


PANDaRD MO?” 


IA-25A 


The biggest name in fuel oil filters makes possible 
the biggest opportunity to step up your profit 
margin and still provide your customers with the 
biggest satisfaction in heating efficiency. Easy 
for you to carry—two sizes fit all plants. Quality 
in lifetime cast iron and steel construction. Effi- 


ciency in wool felt cartridges. Added profits in 


seasonal cartridge replacements. 


Ask your Jobber for these General Filters Products 


GENERAL FILTERS, INC. 


NOVI, MICHIGAN 4 


POR 
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JACKSON ROPE 


OCEAN BRAND MANILA—SUPER-TUFF SYNTHETICS 
makes sales—the easy way 
. .. with the finest rope money can buy 








JAK-PAK COILS 


—clean, tough Manila rope snugly 
packed in convenient dispensing car- 
tons. Dependable and smart-looking 
packaging. 


JACKSON ROPE BAR 


—builds sales, cut selling time with 
this good-looking, permanent dis- 
play. The “backbone” of your rope 
department, it displays Nylon, 
Polyethylene and Manila rope to 
best advantage. 


a3 % ay : 
> Ss - : 
z <4 +s - 
¥ 


oa iat 


; "i i“ >. 
J CKSONS##1" ROP : 


¥ 


: 4 


 epmmensee aim ; 


a. 
PREPACKAGED—SELF SERVICE 


Corts and CONNECTED COILS 
—famous JACKSON Super-Tuff 
Synthetics and Ocean Brand Ma- 
nila in 50’ and 100’ lengths. Make 
self-service easy and profitable 
with Jackson. 


JACKSON JUNIOR SPOOLS 


—Super-Tuff Synthetics in easy-to-sell 
spools of approximately 10 lbs. each. 
600 ft. % in. dia.; 400 ft. “6 in. dia.; 300 
ft. % in. dia.; 150 ft. % in. dia. 


Mass displays boost 
dinnerware turnover 


Mass displays can help boost 
sales in most lines. S. E. White, 
manager of Burton Hardware, 
Sulphur, La., has increased the sale 


Scarcely an hour passes without a 
sale from this counter. 


of popular-priced china, particu- 
larly cups and saucers, by using 
this effective display technique. 

Instead of displaying cups and 
saucers in sets or stacks, Mr. 
White set up two tables and made 
a mass display with a cup-saucer 
unit arrangement. 

Mr. White places a saucer on the 
table, face up. On this he sets a 
cup, bottom up. He then places 
another saucer on this cup, face 
up and finally another cup in this 
saucer bottom up. Two entire 
tables feature this arrangement. 

“A massive display of cups and 
saucers is a magnet that attracts 
women to any housewares depart- 
ment.” 

Mr. White adds that, “since dis- 
playing two tables of cups and 
saucers in quantity, sales of these 
items have increased tremendously. 
The idea has indirectly helped vol- 


Your JACKSON distributor has the details on these profitable items, 


ume in the entire department.” 
and others in the sales-building line. Get in touch with him now. 


Santa letter creates 
toy section traffic 


Each year, Fred Beisswenger and 
his staff pitch in to mail out some 
6000 letters “from the North Pole” 
to residents around New Brighton 
(Minn.) Hardware. 

The letter urges children to learn 


practical, durable rope— 


SYNTHETICS—MANILA 
packaged for 


BOATING - INDUSTRY - HOME - RECREATION 


Manufacturers a—< (S33 z—« Since 1829 


THE THOMAS JACKSON & SON CO., REApING, PENNSYLVANIA 


Want more facts? Circle 213, p. 155 
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good habits, and it promises each 
child a present when his parents 
bring him to visit Mr. Beisswen- 
ger’s toyland. The letter also has 
a message for parents, outlining 
the days and hours when Santa will 
be on hand in the store. 

The 6000 letters cost little to pro- 
duce. The mailing bill, $24, seems 
nominal for the excitement it 
creates. Right after the letter goes 
out terrific traffic bedlam is stirred 
in this dealer’s toy department. A 
ging parents by the hand. The pro- 
mob of youngsters turns out, drag- 
motion keeps traffic and impulse 
sales heavy throughout the holiday 
season. 


‘“‘Prepare bows in idle 


time,” says a dealer 


Mrs. Darrell E. Roach has few 
idle moments as head of housewares 
and gifts for Roach Hardware, To- 
peka, Kans. But those spare mo- 
ments are put to valuable use. 

Mrs. Roach features free gift 
wrapping for housewares and gifts 
when purchases exceed $5. Other- 
wise, there is a charge of 25¢ per 
unit. This service has stimulated 
business greatly. 

The gift wrap idea also means that 
ribbons and bows are in constant 
demand, and making them as needed 
puts pressure on the wrapper. 

To simplify things, Mrs. Roach, a 
specialist in such decorative mat- 
ters, uses free time to make a stock- 
pile of bows (see photograph). 
Many types and colors are made. 
They are stored in dustproof car- 
tons until needed. 

When needed, they cut packaging 
time in half, and a professional job 
is assured the customer. 


This bow stockpile pays off. 





GOSTS LESS 
THAN IMPORTS 


AND GUARANTEED BETTER 


. . . because they’re precision made, hardened and tempered 
throughout, under rigid atmospheric and electronic control. 
Upland engineered-automation entirely offsets low Japanese 


and European starvation wages. 


. .. assures you lowest price plus highest uniform quality, and 
full employment for American workers. 


Say “NO” to imports and “YES” to “UPLAND”. 
Make Upland your headquarters for pliers, hex keys and 


wrench sets. Call your jobber today. 


New improved 61,” slip joint 
plier. Available also in 8” and 
10” in all grades and finishes. 
Lists from $.45 to $1.00. 
Complete line of hex keys and 
hex key sets from 7 pcs. to 18 
pes., packaged in plastic and 
pilfer-proof pouches. Lists 
from $.19 to $1.39. 
Four and five piece open end 
wrench sets; clip and skin 
packaged. Can retail as low 
as $.99. 
NEW! Metric hex key sets for 
foreign cars and machinery. 
Lists from $.75 to $3.50. Open 
stock available. 

WRITE FOR NEW CATALOG #11 








HAE-U1 1260 








INDUSTRIES 





UPLAND INDUSTRIES, INC.. !'PLAND (Suhurb of Chester) PA. 


Want more facts? Circle 214, p. 155 
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Having a sale? Here’s 


a good way to spice it 
Recently there has been a re- 


| surgence of an old, but good idea 


for adding extra excitement to 
sales. Your equipment for this 
gimmick is a few dozen balloons 
worth $1 or less, and some scraps 


|| of paper. 


Garden! @ @ @ Stock the complete 


trowel, transplanter, fork, weed cutter, and 


ranges to give you more sales—bigger profits! 


No. 212 Trowel 


Superior 
Quality 


No. 200 Estate Series. 
Triple chrome plated 

for dependable, long life. 
Comfortable, exceptionally 
well-bolanced; striking 
eye-appedol. Dark, 
hardwood handles. 


No. 412 Trowel 


Moderately 
Priced 


No. 400 Deluxe Series. 
Attractive geranium-red 

finish with bright polished steel 
tips; full-size, comfortable 


No. 800 Trowel stained hardwood handles. 


Gardener's 
Delight 


No. 800 Series. Bright green 
enamel finish on 18-gauge 
steel; smooth, hardwood 
handle plugs. W ell- 
balanced; deep bowl. 


No. 700 Trowel 


Low Price... 
High Quality 


No. 700 Series. Steel bodies 
attractively finished in bive 
enamel with smooth, hardwood 
handle plugs. 


Feature TR@MP tools in your 
garden display 
Ask your wholesaler about the complete line. 


ANIMAL TRAP COMPANY OF AMERICA 
Lititz, Pa. ¢ Pascagoula, Miss. e Niagara Falls, Ont. 


Want more facts? Circle 215, p. 155 
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On the scraps of paper you write 


| figures ranging from “5%” to as 
| high as you wish to go. Of course, 
' the majority of these figures will 
'be in the low range. This is be- 


cause the figures, which go into 
the balloons before they are blown 
up, represent discounts. 

Each balloon gets a slip of paper. 


' Each balloon is affixed overhead, 


neaahat men Unchs iaititeiedes 1 e wire or above a canopy. The 
ine. Cacn series incivaees | 
'more balloons the better, for they 


cultivator. Four series in four distinct price | add color and merriment to sale 


| decor. 


The word is passed around, or 
advertised, that each customer who 
buys more than $5 or so worth of 


_merchandise will be allowed to 
_pick out a balloon and puncture 


it with a pin-fitted stick. Whatever 


_amount of discount recorded in 
_that balloon is applied to the cus- 
| tomer’s purchase. 


Word of a promotion such as this 


| passes quickly in a town or neigh- 


borhood. This little game is a 
genuine salesmaker, and about as 


_ low in cost as you can go in build- 
| ing traffic. 


Naturally, customers who buy 


' less than the prescribed amount, 


$5 or more, will be tempted to add 


| another small purchase to be eligi- 


ble for the balloon discount. 





HARDWARE HUMOR 


"Yes, we have terms: cash or certified 
check.” 








ART 


LINKLETTER 
says: 


et 

sell Parker benefits to your 
community through national ads, 
radio spots, point of sale aids and 
Sales literature. In 1961 | person- 
ally recommend Parker lawn 
‘Sweepers to everyone! You sell 
sweepers! Everyone wants a beauti- 
ful lawn... and Parkerizing is the 
easiest, fastest method | know for 
achieving green, beautiful lawns. 
We're together for greater volume, 
bigger profits; thanks to Parker.” 


\ a Jf = « 
ZA 4 


fi, 


NATIONALLY ADVERTISED 


* House Beautiful 
* Flower Grower 
* Better Homes & Gardens 
* Sunset 
* .Popular Gardening 
* Modern Garden Center 


ENTER $2000.00 
PARKER DISPLAY CONTEST! 


Your Parker display can win val- 
uable prizes in Parker's new $2000 
contest! Just mail the coupon. Get 
easy rules and FREE display kit of 
Art Linkletter sales aids to help 
you win! : 


Parken . 
a 


LAWN SWEEPERS 


Want more facts? Circle 216, p. 155 





PARKER and ART LINKLETTER 
TEAM UP TO SELL SWEEPERS FOR YOU ! 


DUAL-HITE HANDLE LAWN SWEEPERS 


Exclusive on 
Parkerettes. 


: SPRINGFIELD 


For dual purrose 
sweeping, America’s 


—————— fines manuel end 


/ trailer lawn sweeper! 
Nes pest ea \ © Full 28” 
PARKERETTE 20” a sweeping width 
- SM e Huge, 8-bushel 
Art Linkletter's favorite! \ —— capacity basket 
For lawn areas AS : e Free wind 
to 15,000 sq. ft. a | apron included 
® Rugged construction ~ 
© 0” to 244” sweeping ” 
height adjustment PARKERETTE 28 
© Touch-matic basket release Budget-priced sweeping 
ease for larger lawns of 
30,000 to 35,000 sq. ft.! 


® QOne-side brush adjustment 
ELECTRO-SWEEP e Fold-a-way storage 
The only self-propelled, 
electric-powered sweeper 
on the market! 


For lawns PARKMASTER 


to 35,000 sq. ft. Self-propelied motorized sweeper 
e 14 h.p. 1750 r.p.m. for estates, large lawns and parks. 


electric motor © Sweeps 36” width 


¢ Touch-matic e Huge 12-bushel 
basket release 


. = capacity 
,  reeenees a ie e Rugged lifetime enna 


\. storage ty Os 8 ~ construction Finest self-propelled sweeper 
=. ae ‘ made for large lawn areas of 
: 35,000 to 60,000 sq. ft.! 
@ 24 h.p., 4-cycle engine 
e Full 28” sweep 
@ Free wind apron 


TRAILETTE 


SUBURBANITE om New 40,000 sq. ft. area sweeper 
Designed for riding mowers or b | , attaches riding mowers, garden 
garden tractors. Sweeps 40,000 J traciors. Operator remains 
sq. ft. areas and more. : : | 9) seated while sweeping, dumping! 
e Full 28” sweeping width . , 3 , : e Giant 10-bushel heavy 
e Giant 12-bushel basket —— | “s —— A / ae canvas basket with 
e Basket easily removed or i. 3 hae ee : r (ea se / tubular frame 


E-Z DUMP FEATURE 
Stay seated, 
rw ee a flick and basket 
Dumping Feature dumps . . . returns. 
me ke oe me ww ee ee a ee me ee a 
The Parker Sweeper Company (Dept. HA-2) 
Springfield, Ohio 
Rush $2000 Display Contest details 
and FREE Art Linkletter display kit! 


Name 


ESTATE MASTER 


Sweep 12 to 15 acres 
a day! For large lawns, 
institutions, parks. 
e Full 76” sweeping width 
e Giant 36-bushel capacity 











PARKER SWEEPER COMPANY + SPRINGFIELD, OHIO City _— State 


Want more facts? Circle 216, p. 155 
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Seasonal bargain items 
are moved out of doors 


“We keep seasonal overstocks in 
line by using a bargain counter. 
There’s nothing new in that, but we 
take the idea a step further. 
Weather permitting, we move the 
counter just outside of our main 
entrance.”’ 

This is Ray Poler’s idea to get 
extra traffic for McComb (lIll.) 
Hardware. Owner Poler uses a 
massive home-made table for the 
display. 

Items on the counter are large 


enough to discourage shoplifters, bargain 


Nothing stops outside traffic like a 


small enough to encourage han- 
dling. 

As shown, each item is priced 
with its regular selling figure, and 
the lower sale price. The counter 
says “bargains here” to every 
passerby whose eye is caught by 
the display. 

Results? 

Slow movers turn over faster, 
new trade is won, old trade keeps a 
constant eye open for new bar- 
gains. 

When it rains or turns too cold, 
the unit goes indoors. Here, while 
somewhat diminished in effect, it 
continues to trigger sales of items 
that might otherwise be gathering 
dust in the stockroom. 





Du Pont traffic-building specials 
make more money for you 


“PULL-EM-IN” CUSTOMER SPECIALS 


YOUR PROFIT-MAKING SPECIAL DEALS 





5-Ilb. box of They pay 


NEW DUPONT oni 
ROSE FOOD + $9 39 


at ‘4 price 


Customers buy 8-o0z. 


ROSE 
SQUEEZE-DUSTER 


....255.68 
Your cost............ 34.80 


YOUR PROFIT $20.88 


You sell 24 of these combinations for........ 








They buy They get one 59¢ They pay 
8-0z. dropper can of only 


GARDEN + SPREADER-STICKER $9 95 
INSECTICIDE FREE 


You sell 12 of these combinations for............227.00 
Your cost............ 16.85 


YOUR PROFIT *10.15 





Your customers get $2 OFF on the 


DU PONT SPRAYER when they buy it with 


any Du Pont Product 





..59.40 


Your cost...... 37.10 
YOUR PROFIT $22.30 or more 


You sell 12 Sprayers in combination deals for . .. 
or sell them separately for $83.40. 








PLUS —THIS BIG HALF-PRICE DEAL FOR YOU 


| DU PONT LAWN WEED aa 


24 1-pt. cans—Reg. $29.20 


DU PONT LAWN WEED KILLER, | $38" 


24 8-oz. cans—Reg. $18.75 


QU PONT 


REG U.S. PAT. OFF 
BETTER THINGS FOR BETTTER LIVING 
«++ THROUGH CHEMISTRY 


+ 8 New Products. The most complete line in ’61! 
+ Generous Co-op Ad Allowance. $1 tor 


every case you buy. Mats and scripts free! 


+ Free Garden Guides. Available only at Du Pont 


Dealers—a real traffic builder! 


GARDEN CHEMICALS 


(See page 217 for more exciting Du Pont News) 


Want more facts? Circle 217, p. 155 
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Bingo-Bucks promotion 
kills Summer doldrums 


Summer doldrums were given a 
jolt last year by an upstate New 
York dealer and several neighbor- 
ing merchants in a joint promo- 
tion. The promotion was called 
Bingo-Bucks. 

The idea has merit in any com- 
munity, in any weather. 

The stores cooperated for nine 
days in the promotion. Each store 
contributed merchandise for a 
series of eight groups of summer 
vacation items. The merchandise 
was appropriately signed and kept 
on display in the downtown area. 

Shoppers examined the displays 
to decide which of the eight groups 
they would like most to win. Then 
each shopper received a $10 Bingo- 
Buck in bogus money for each $1 
purchase made in any of the co- 
operating stores. 

When the shoppers had enough 
Bingo-Bucks to equal what they be- 
lieved was the value of the mer- 
chandise group that they wished 
to win, they entered their “money” 
as a bid on the group. 

Shoppers were allowed to bid on 
as many groups of items as they 
desired, providing the bid was 
matched with Bingo-Bucks. The bid 
that came closest, without exceed- 
ing, the actual value of merchan- 
dise displayed won the batch. 

The payoff was a tremendous 
boost in store traffic and purchases 
throughout the event, in all par- 
ticipating stores. Each store had 
window and interior displays. Most 
stores advertised the contest. 








HARDWARE HUMOR 
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"Best darn salesman we've got.” 








THE \2=<€) NON-TAMP TYPE-S FUSE 
NOW SPORTS A NEW 


COLORED TOP 
AND Is 
MERCHANDISED 
IN THE 
SNAPPY 
NEW EAGLE 
"SHO-PAK” 


For greater sales and profits, 
specify EAGLE NON-TAMP 
FUSE No. 675 on your next 


order 


by the 
makers 
of the 
famous 
EAGLE OK 
PLUG FUSE 


Eagle NON-TAMP fuses are especially constructed to resist tam- 
pering and stop over-fusing (pennies or slug cannot be used). 
They have a different shaped base than ordinary fuses which makes 
it impossible to insert too large a fuse. A 20 or 30 ampere Non- 
Tamp fuse will not fit a 15 ampere receptacle or adapter. Similar 
limitations apply to other sizes. Furthermore, the Eagle NON- 
TAMP fuse features a time delay thermal element that eliminates 


needless fuse blowing caused by temporary overloads. 


SOLD THRU WHOLESALERS ONLY 


EAGLE ELECTRIC MFG. CO., 


“PERFECTION IS NOT AN ACCIDENT" 
Want more facts? Circle 218, p. 155 


INC. 
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Are y ahd er 


Six Sizes with Max- 
imum Jaw Openings 
of 14.6", 1A’, 1%", 
22", 342" and 
47%," across flats. 


Simple Display Quickly Proves Customer Need 
for easy home, equipment and toy repairs ! 
Finest of All Adjustable Smooth-Jaw Wrenches 


MORE GRIPPING POWER... 
for all nuts. Puts a wrap- 
around grip on hexes that 
just won’t slip. Because 
you're pulling with at least 
three flat sides at once, you'll 
never round off shoulders. 
Works on square nuts, valve 
packing nuts, unions and 
gas cocks and flat shapes, 
too. Smooth jaws won’t even 
mar polished or plated sur- 
faces. 


RUGGED CONSTRUCTION... 
built good and solid. Thin 
but extra-strong jaws slip 
into tight places. The first 
time your customers pick up 
a RIAD hex wrench they’Il 
know that here’s a wrench 
they’ll use for a long, long 
time. It’s every bit as rugged 
as the familiar RIZAID Pipe 
Wrench. 


RiEeID No. E-110 
Offset Hex Wrench 


Big Jaw, Short Handle for Sink and 
Tub Drain Nuts 


Maximum Jaw Opening— 
2%" across flats. 


End Hex Wrench 


Offset Jaw for Easy Work in Tight 
Places 


Maximum Jaw Opening— 
1%” across flats. 


Order your stock of these new RITDID Hex Wrenches: 
New jaw design draws customer attention for easy sales. 


Call your Wholesaler today! 


Want more facts? Circle 219, p. 155 
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HARDWARE AGE 


30 


ear e * 


FREDERICK A. WAL- 

TER, of Wagner Hard- 

ware Co., wholesaler at 

Mansfield, Ohio, began his 

career in hardware in 

1893 on the retail side. 

Two years later Mr. Wal- 

ter was elected first vice- 

president of Wagner 

Hardware. He also was 

purchasing agent. After 

: | 62 years with the firm, he 

" ‘ - relinquished these duties. 
Mr. Walter continues as 

first vice-president and is a member of the board 
of directors. When Mr. Walter started in the 
hardware business his salary was $75 per year. 
His working hours were from 6 a.m. to 10 p.m., 
six days a week. Mr. Walter will celebrate his 


84th birthday in June. His hobbies are pinochle 
and golf. 


CHARLES F. WILKIN- 
SON began his career in 
the hardware industry 57 
years ago at age 14. He 
started as an office boy 
with N. Klein & Sons, 
Richmond, Va. Between 
1904 and 1929, Mr. Wilkin- 
son worked for N. Klein & 
Sons, Howell Bros., New- 
ton-Woodward Hardware 
Corp., Baldwin & Brown 
Wholesale Hardware & 
Building Supplies, and 
Elba Hardware Co., all in Richmond, Va. Mr. 
Wilkinson worked for all five firms until the busi- 
nesses were discontinued. In October, 1929, he be- 
came a salesman and buyer with G. 8S. Barnes, 
Inc., hardware and building supplies dealer in 
Newport News, Va. He continued in this position 
until January 1960. Mr. Wilkinson and his wife 
have four children and 11 grandchildren. He is 
a member of the Travelers Protective Assn., and 
the Chestnut Street Methodist Church in New- 
port News. Mr. Wilkinson’s hobbies are hunting, 
fishing and baseball. 





NEW! ... from Wilbur & Williams 


TILE-COTE 


The Practical Epoxy Coating! 

: “7 TILE-COTE is a Poly- 
amide cured equal- 
mix epoxy which of- 
fers durable, ultra- 
high gloss protection 
to wood, concrete 


Seelact westeon | A FULLY 
oan of Sadie om | AUTOMATIC 


rosive industrial 
chemicals, acids, al- 
kali and solvents in 
all degrees of con- 
centration. 


TILE-COTE offers fool-proof mixing and 
once mixed, has a pot life of from 8 to 
36 hours. TILE-COTE'S curing system 
holds a wet edge for superior brushing. 
Up to 63% solids—more epoxy protec- 
tion per dollar. 





No storage problem — unlimited storage life! 





Le a 
WADNy THE WILBUR & WILLIAMS CO., INC. 
Yew BS nine y FOR JUST 
Want more facts? Circle 220, p. 155 


Bissell's done it again! The great- 





est news since the introduction of 





the Shampoo Master...a com- 


< | letely automatic 100 ounce capac- 
PASTE-BAK , “ Re. uv y au ic U 


ity Shampoo Master that's 
reseals loose wall- 


paper without spot- 
ting or tearing. 
Retail 39¢ 


designed to sell in volume with full 





profit margin for you. And, every 
woman will know about this new 
Bissell 100 Automatic Shampoo 
Master value after the big Bissell 


promotion program kicks off on 





TV, radio, magazines and news- 
Al Db $y | | papers from coast to coast! 
= e gets into screen mesh | 


KITS ™ \ % aa without filling. 





tetail 39¢ 
igelelciammelllolinilsie 
wholesalers by Write for catalog showing full line 


meseL ERG Dept B, 506 Third St. Des Moines, lowa 


MODEL 260 








THE HANDIEST THING 
ELECTRICITY 


FROM 6 INCHES 


TO 10 FEET LONG Tap-A-Line — j 


mounted on or 
behind work benches, 
acc got Bissell Gives You A COMPLETE 
provides multiple taps from a single , PROMOTION PACKAGE ain 
power source. Safe — concealed conductors — /, SUPPORTED BY... fee 


tight positive contacts — easy to install in any position. FULL PAGE ADS NETWORK Tv. SPOT Tv 


Sold by Electrical, Electronic and \s meee Fl : ao | 
Hardware Jobbers and Dealers Zi) mugs Gay | © aoe AD SUGGESTIONS 


Tap-A-Line Mfg. Co. AND DEALER AD MATS 
P.O. Box 563 
Pompano Beach, Fla. 


TIE-IN TO PROFIT-MAKING SALES...Order Now! 


BISSE!! inc., Grana Rapids, Michigan 


Want more facts? Circle 222, p. 155 Want more facts? Circle 223, p. 155 
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MORE SATISFIED 
HOME BUYERS 


Loz & 


Prevents wood checking, 
cracking—inside and out 


Ends warping, swelling and 
shrinking of doors, windows 


Eliminates tile“pop outs” — 
protects grout from 
cracking 


Prevents efflorescence of 
plaster, stucco, brick 


Moisture proofs concrete 
floors prior to laying 
asphalt or vinyl tile 


Deep penetrating, colorless Thomp- 
son’s Water Seul locks out moisture 
from any porous material for 5 years 
and longer. Easy to apply by brush, 


spray, roller. 


Recommended by 


Leading Contractors 


Sold by paint, hardware 
and building supply stores. 


J 
MANUFACTURERS OF FINE PROTECTIVE 
CHEMICALS SINCE 1929 


E. A. Thompson Co., Inc., Merchandise Mart 


San Francisco 3, California 


San Francisco * Los Angeles ¢ San Diego ° 
Portland * Chicago * Seattle * Denver ¢ Dallas 
Houston * St. Louis * St. Paul « Detroit « 
Philadelphia * New York City * Memphis * 
Cleveland * Factory: King City, California 


Want more facts? Circle 224, p. 155 
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Convention Calendar 





conventions 


shows 


conferences 








February 


8-11 Home Improvement Products 
Show, New York, N. Y. 
12 E. Rabinowe & Co., Annual 
Spring Open House, Yonkers, 
N. Y. 


12-13 Arkansas Retail Hardware Assn., 
Little Rock, Ark. 

12-13 Tri-State Hardware & Imple- 
ment Assn., Amarillo, Texas. 

12-14 Kentucky Retail Hardware Assn.., 
Louisville, Ky. 

12-14 Michigan _ Retail 
Assn., Detroit. 

12-14 Western States Hardwore- 
Housewores Show, San _ Fran- 
cisco. 

12-15 lowa Retail Hardware 
Des Moines, lowa. 
12-15 Our Own Hardware Co., Spring 
Convention, Minneapolis. 

15-16 Piedmont Hardware Co., Gen- 
eral Trade Show, Danville, Va. 

19-20 Oklahoma Hardware Co., An- 
nual Spring Market, Oklahoma 
City, Okla. 

19-21 New England Hardware Dealers 
Assn., Boston. 

19-21 Northern Wholesale Hardware 
Co., Annual Convention & Mer- 
chandise Show, Portland, Ore. 

19-21 West Coast Hardware & 
Housewares Show, Los Angeles. 

20-22 Western Retail Implement & 
Hardwore Assn., Kansas City, 
Mo. 


Hardwore 


Assn., 





Convention Check List 


For complete details about the conventions listed by dates below use 
the alphabetical listing following this quick check list. 





21-23 Albany Hardware Co., Annual 
Hardware Show, Albany, Ga. 

21-23 Hardware Assn. of the Caro- 
linas, Charlotte, N. C. 

26-28 West Virginia Hardware Assn.., 
Huntington, W. Va. 

27 to New York State Retail Hard- 

Mar. | ware Assn., Syracuse, N. Y. 


March 


5 Central Jersey Wholesalers, Inc., 
Dealer Show, Asbury Park, N. J. 

5 Gates Hardware & Supply Co.., 
Dealer Show, Tulsa, Okla. 

7- 9 Alabama Retail Hardware 
Assn., Birmingham, Ala. 

18-19 Builders’ Hardware & Supply 
Co., Dealers’ Spring Market & 
Open House, Tulsa, Okla. 

26-28 Georgia-Florida Hardware Assn. 


Inc., Jacksonville, Fla. 


April 
16-19 Southern Hardware Convention, 
Miami Beach, Fla. 
19-21 National Assn. of Sheet Metal 
Distributors, Spring Meeting, 
Cleveland, Ohio. 


May 


23-25 Industria! Supply 
Atlantic City. 


Convention, 








National Events 


Home Improvement Products Show, 
Feb. 8-11, Coliseum, New York, 
N. Y. Management office: 331 Madi- 
son Ave., New York 17, N. Y. 


Industrial Supply Convention, May 23- 
25, Hotel Traymore, Atlantic City. 
Sponsored by American Supply & 
Machinery Mfrs. Assn., W. B. 
Thomas, Thomas-Hunter Associ- 
ates, 2130 Keith Bldg., Cleveland 15, 
business manager; National Indus- 
trial Distributors’ Assn., 1900 Arch 
St., Philadelphia 3, Robert C. Fern- 
ley, executive secretary; Southern 
Industrial Distributors’ Assn., 712 
Volunteer Bldg., Atlanta, Ga., E. L. 
Pugh, secretary-treasurer. 


National Assn. of Sheet Metal Dis- 
tributors, Spring Meeting, April 19- 
21, Sheraton-Cleveland Hotel, 
Cleveland, Ohio. Thomas A. Fern- 
ley, Jr., executive secretary, 1900 
Arch St., Philadelphia. 


Regional—State 


Alabama Retail Hardware Assn. Con- 
vention, Mar. 7-9. Hotel headquar- 
ters at Tutwiler Hotel. Sessions 
and exhibit at Municipal Audi- 
torium, Birmingham. A. B. Hill, 
2201 Highland Ave., Birmingham. 


Albany Hardware Co., Albany, Ga., 
Annual Hardware Show, Feb. 21-23, 


at National Guard Armory, Albany, 
Ga. 


Arkansas Retail Hardware Assn. Con- 
vention, Feb. 12-13. Hotel headquar- 
ters at Marion Hotel. Sessions and 
exhibit at Robinson Auditorium, 
Little Rock. Tom R. Pickney, 1014% 
Main, Little Rock. 


Builders’ Hardware & Supply Co., 
Dealers’ Spring Market and Open 
House, March 18-19, at company’s 
warehouse, 2005 E. ‘7th Place, 
Tulsa, Okla. 

Jersey Wholesalers, 


Central Inc., 





Convention Calendar 





(Continued) 


Dealer Show, March 5, at Hotel 
Berkeley - Carteret, Asbury Park, 
N. J. 


Gates Hardware & Supply Co., Tulsa, 
Okla. Dealer Show, March 5, at 
Educational Bldg. of the Tulsa Ex- 
position and Fair, Tulsa, Okla. 


Georgia-Florida Hardware Assn. Con- 
vention and Trade Show, Mar. 26-28. 
Hotel Headquarters at Hotel George 
Washington, Jacksonville, Fla. Ex- 
hibits at Jacksonville Coliseum. 
R. L. Ricker, secretary-treasurer. 


Hardware Assn. of the Carolinas 
Hardware & Housewares Show & 
Convention, Feb. 21-23. Hotel head- 
quarters at Charlotte Hotel, ses- 
sions and exhibits at Radio Center 
Auditorium, Charlotte. Martin F. 
Kaelke, Box 6215, Charlotte 7. 


Iowa Retail Hardware Assn. Conven- 
tion, Feb. 12-15. Hotel headquarters 
at Hotel Savery. Exhibit at Vet- 
erans Memorial Auditorium, Des 
Moines. Philip R. Jacobson, 520 W. 
35th St., Des Moines 12. 


Kentucky Retail Hardware Assn. Con- 
vention, Feb. 12-14. Hotel head- 
quarters, sessions and exhibit at 
Kentucky Hotel, Louisville. Edward 
Keiley, 501 Republic Bldg., Louis- 
ville 2. 


Michigan Retail Hardware Assn. Con- 
vention, Feb. 12-14. Hotel head- 
quarters at Pick-Fort Shelby Hotel. 
Sessions at Pick-Fort Shelby Hotel 
and Cobo Hall. Exhibit at Cobo 
Hall, Detroit. Harold W. Schu- 
macher, 1916 Michigan National 
Tower, Lansing 8. 


New England Hardware Dealers’ 
Assn. Convention, Feb. 19-21. Hotel 
headquarters and sessions at Stat- 
ler-Hilton Hotel, exhibit at First 
Corps of Cadets Armory, Boston. 
Chester C. Putney, 665 Boylston 
St., Boston 16. 


New York State Retail Hardware 
Assn. Convention, Feb. 27-Mar. 1. 
Hotel headquarters and sessions at 
Syracuse Hotel. Exhibits at Onon- 
daga County War Memorial, Syra- 
cuse. Nicholas H. Kiley, Hills Bldg., 
Syracuse 2. 


Northern Wholesale Hardware Co., 
Annual Convention & Merchandise 
Show, Feb. 19-21, at company’s 
main office, 519 N. W. Park St., 
Portland, Ore. 


(Continued on page 215) 
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. . with Woodpecker Woodware's e¢ i 
full-profit line. Individually gift Th 
boxed, finest quality hand finished, #32 ' 
hand decorated products in the # = 


widest selection. Volume sales ik 
assured through our outstanding Ht , 


policy of dependable service. 


: E | 
\\\ 


AI \ 


A TYPICAL WOODPECKER GROUP “FINEST IN WOOD, SELLS ITSELF” 


mA WOODPECKER 
WOODWARE 


Exec. Offices & Western Warehouse: 6606 10th Ave., Los Angeles 43, Cal. «© Eastern Warehouse: 
11 E. Barre St., Baltimore 2, Md. « Canada: Barton Imports, Ltd., 367 Water St., Vancouver, B.C. 


Want more facts? Circle 225, p. 155 
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Every gardener wants@™~ 
this COLORFUL y 


DENT-PROC 


Polyethylene 
Sprinkling Can 


NEW LOW R@d 


see 


RUST-PROOF Spray head removes 


with a 4 turn 
STURDY, streamlined 
handle BALANCES 
PERFECTLY for 
effortless pouring 
Full 9 qt. capacity 


Best to sell, too... for this is the sprinkling can green thumb 
enthusiasts and commercial users prefer for service, ease of 
handling and practical beauty. Unaffected by chemicals or 
rough handling... and satin smooth surfaces can’t ever snag 
or stain clothing. Complete satisfaction GUARANTEED. 


Corrosion-proof 
SPRINKLER of 


UNBREAKABLE hi-impact styrene with 


solid brass hose connection. . . 
jets produce even spray. Retails at 


OR gt 
yeu 1om0 oy Order from your supplier today! 


. non-clogging 


$1.69. 


So 
©" Guaranteed by >) COLUMBUS PLASTIC PRODUCTS, INC. 


— moenany ing Columbus 23, Ohio 


Want more facts? Circle 226, p. 155 
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CAN’T RESIST THIS 
PROMOTIONAL BEAUTY! 


NOMTINCMROIVIDNNESE | ~------—-—- 
WITH NEW... POLLY PRIM 


ENDS fe 
K 7 ; f A(; STOOPING | 
ae ; 


everywhere, the Fulton line 
of long handled dustpans are 


| a long time favorite of pro- 
CLEAR INTERIOR FINISH = motion-minded retailers. 


when it comes to performance 


Available in the popular 26” 
handle Model 601 (illus- 
trated) the 602 with an auto- 
matic closing lid, and the 
practical rubber edged Model 
240. All sturdily built, 
attractive, and priced to sell! 


Dealers who have an eye for values 9% , FULTON /pepr 
and want to offer their customers a shag Patent Novelty . Teel ele HA 
superior piece of goods... sell new f | 

Behr-Lac. This unique bar top-type 
finish is just the ticket for finishing 
furniture, cabinets and panelling. 


unusually easy to apply 


Want more facts? Circle 228, p. 155 





can be recoated in two hours ee us = - ys 

nviaaiin | Pe feimoassasilll : SAV e C OST le 

no offensive odors : 

won't ift old finishes a0 | 4 i N STA L LATI @) N 


resists food stains, 4 | : STAYS P 
alcohol and abuse o ——>_fUT—wi THOU 


not alacquer b . e MIXES BOLTING DOWN! 
nationally advertised : 2 S | Z Ee % at ONE TIME 


—'/,-PINT TO GALLON SQUARE OR ROUND 


AMERICA'S LARGEST PAINT cial 
MAKERS USE AND RECOMMEND AA ps 


SPECIAL OFFER! _ MILLER \ 


if you order this attractive Behr-Lac | 
Merchandiser containing only 4 1 pts., p A i N T 
8 pts., & 6 qts., you not only get this 
$7 display rack FREE, but you can 
also supply your painter trade with 
Free quart samples at our expense. 








See your jobber or write direct 
for complete information. 


MAIL COUPON NOW! 


Delivered ready to use on table, floor, bench, counter. 
Quiet, quick, convenient. Keeps shelf stocks 
factory-fresh always. Produces “custom” colors 
for easy exira sales. 


BEHR PROCESS CORP. 


1604 Talbert Ave., Santa Ana, Calif. 


Gentlemen: Please send me complete information 

about Behr-Lac and your Special Offer. 

WRITE Today for FREE 
Illustrated Catalog 


Name 








Dealer Name 
Address 
City & State 











manufacturing company 


Serving Industry Since 1927 


9425-45 Seymour Street @ Schiller Park, Ill. 
Want more facts? Circle 227, p. 155 Want more facts? Circle 229, p. 155 A 
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Big News from Rubbermal 


-SRING 


Dishpan Promotion 
Regular %198 NOW $159 


See other side for complete details on this promotion > 








The “2991 Dishpan is a regular high-volume Rubbermaid item 
_.. specially priced for this Spring promotion 


FREE SALES MATERIALS 


* SRING SECIAL-. 


— ee ee | IAS 
DISHPAN Ru bbermaid. 
“= NOW S459 ee 


|___ DEALER NAME _ 























Window Banner—Full-Color—Size: 27” x 11” included in each pack of yellow #25-2951 Ad Mat Proof—2 col. x 5” 
included in each pack 


#25-2951 Promotion Special Dishpan yen a 
Order now for April-May selling REGULAR PRICE 4198 


Dishpan goes back to regular retail June lst SPECIAL S{59 


[ item | Description Std. | Shp. | | [>) 
| No. & Size | a Wt. | Retail i Colors RICE : 
— —_ a - . + ee oe — 
| 
| 
| 


| Peemietion | 


| Special | | | _ yellow, pink, 
| 25-2951 | Rectangular | 4 | 5Sibs. | $1.59 turquoise, 
| Dishpan | | | sandalwood 


ane He | | R Uubbermaid, 


Es y% 
MEANS BETTER MADE 


Red, white, Special Label on product .. . in addition to regular label 








RUBBERMAID INC., WOOSTER, OHIO LITHO U.S.A. (11-60) HC-175 
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Oklahoma Hardware Co. Annual 
Spring Market, Feb. 19-20, at Huck- 
ins Hotel, Oklahoma City, Okla. 


Our Own Hardware Co., Spring Con- 
vention, Feb. 12-15, at company 
offices, 618 N. Third St., Minne- 
apolis, Minn. 


Piedmont Hardware Co., Annual Gen- 
eral Trade Show, Feb. 15-16, at 
company display room, 554 Crag- 
head St., Danville, Va. 


E. Rabinowe & Co., Annual Spring 
Open House, Feb. 12, at company 
offices, 465 Saw Mill Road, Yonkers, 
ae £ 


Southern Hardware Convention of the 
Southern Wholesale Hardware 
Assn. & the American Hardware 
Mfrs. Assn., April 16-19. Hotel 
headquarters at The Americana 
Hotel, Miami Beach, Fla. SWHA 
managing director, Ralph E. Kirby, 
806 Peachtree St., N.E., Atlanta 8, 
Ga. AHMA secretary, Arthur L. 
Faubel, 342 Madison Ave., New 
York 17. 


Tri-State Hardware & Implement 
Assn. Convention, Feb. 12-13. Hotel 
headquarters, sessions and exhibit 
at Herrin Hotel, Amarillo, Texas. 
R. B. Allen, 1409 Fourth Ave., Can- 
yon, Texas. 


West Coast Hardware & Housewares 
Show of the Pacific Southwest Hard- 
ware Assn., Feb. 19-21, at Great 
Western Exhibit Center, Los An- 
geles. Otto H. Grigg 1519 S. Gar- 
field St., Los Angeles. 


Western States Hardware - House- 
wares Show, sponsored by Califor- 
nia Retail Hardware Assn., Feb. 12- 
14. Hotel headquarters and sessions 
at Jack Tar Hotel. Exhibit at 
Brooks Hall Civic Center, San 
Francisco. Krueger B. Jacobsen, 122 
Ninth St., San Francisco 3. 


Western Retail Implement & Hard- 
ware Assn., Feb. 20-22. Hotel head- 
quarters at President Hotel. Ses- 
sions and exhibit at Municipal Au- 
ditorium, Kansas City. J. Keith 
Melvin, 688 W. 39th St., Kansas 
City, Mo. 


West Virginia Hardware Assn. Con- 
vention, Feb. 26-28. Hotel. head- 
quarters, sessions and exhibit at 
Hotel Frederick, Huntington. Leon- 
ard Holdren, Box 1005, Parkers- 
burg. 











HERE’S 
a 
LAWN 
SHEAR 
THAT 
REALLY 
WORKS 


ATASS | 


ROTO- EDGER | 


US Pot No 2.660 854 


ROTARY LAWN SHEARS 


QUICK... 
CLEAN... 
EASY... 


RETAIL 


5.95 


Want more facts? Circle 231, p. 155 
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There's just one 
reason why more 
stores sell Atlas 
Tacks, Nails and 
Brads than any 
other brand: 


BETTER 
PROFIT 


——, 
EEE 





—— 


But there are four 
reasons why they 
make better profits 
with Atlas: 





1. Better displays 
| 2. Better packages 
pees | 3. Complete line 


“FASTER 
TURNOVER | 











Five to seven turns per year is the 
rule — not the exception — when 
stores display their most popular 
Atlas items in these proven self- 
service displays. At 15¢ for a full 
2 oz. box, customers get up to 
100% more merchandise and you 
get 65% to 100% more profit. No 
strain...less work...more money. 


g10 
> 
& 


Atlas =: 
CORP. 
Fairhaven, Mass. e Henderson, Ky. 


1810-1961 
ONE HUNDRED AND FIFTY-ONE YEARS OF SERVICE 
Want more fects? Circle 232, p. 155 
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How’s the Hardware Business? 





What caused recession? Inventory reduction 
is blamed; upswing is seen by 2nd quarter 


What is causing the present 
slow-down in business? How long 
will it last? These are questions 
that are puzzling many hardware- 
men. 

If you ask these questions of 
Lionel D. Edie & Co., leading eco- 
nomic consultant, the answer will 
be that inventory reduction is the 
primary cause of the business re- 
cession, and that there is a good 
chance that the tide will turn some 
time during the second quarter of 
this year. 

The Edie company has an out- 
standing record of accurately pre- 
dicting economic trends. It serves 
as a consultant to some of the top 
firms in the country. Thus, the 
firm’s viewpoints on the current 
business situation is especially sig- 
nificant to the hardware trade. 

A recent Edie report points out 
that one of the most basic and far 
reaching changes taking place in 
the American economy is the atti- 
tude of businessmen towards inven- 
tories. A major drive is under- 
way, the report points out, to cut 
down on inventories in general. 
The goal is to be able to operate 
with a smaller inventory relative 
to sales. 

In addition, everyone is trying 
to push back the inventory burden. 
The retailer is pushing back in- 
ventories to the wholesaler, the 
wholesaler to the manufacturer, the 


manufacturer to the raw materia! 
supplier. 

In short, industry is trying to 
more efficiently utilize capital by 
decreasing its investment in in- 
ventory. 

The Federal Reserve Board In- 
dex of Industrial Production has 
been declining since January 1960. 
This has been accompanied, and in 
certain cases preceded, by declines 
in new orders, backlog, and sales. 
Meanwhile, personal consumption 
expenditures, federal, state and 
local spending, personal income, 
and retail trade have all risen 
quarter - by - quarter throughout 
1960. 

Why, then, has there been a re- 
cession? Because the _ inventory 
cycle has gone through violent 
gyrations, the report points out. 
In the first quarter of 1960, busi- 
ness was accumulating inventories 
at a seasonally adjusted annual rate 
of $11.4 billion. By the fourth 
quarter of 1960 that rate had 
dropped to minus $2 billion. That 
is the equivalent of withdrawing 
over $13 billion of demand from 
the economy! The surprise is not 
that the economy has drifted down- 
ward, but rather that the drift off 
has not been steeper. 

The recession will end when the 
inventory decumulation reaches a 
maximum. That is estimated to be 
sometime in the second quarter 
1961. It could even be sooner. 


Evans Rule has program to aid dealer profits 
with cash rentals for display fixture space 


A new program, in which dealers 
are paid for displaying merchandise 
in their stores, has been announced 
by Evans Rule Co., Elizabeth, N. J., 
manufacturer of precision steel 
tapes and wood rules. 

Dealers can receive $24 or $36 
over three years for keeping an 
Evans display fixture in their 
stores. Payments are made each six 
months by check from Evans Rule. 

The program is open to hardware 


and lumber dealers. The company 
calls this an in-store sales building 
program. Evans Rule estimates 
cash payments will amount to about 
$600,000 over three years. 

Here is how the program will 
work: 

A dealer signs an agreement to 
place a “Fast Turnover” display 
fixture in his store, to use it ex- 
clusively for display of Evans Rule 
products in a prominent and 





conspicuous location. The display 
fixture is free. The dealer purchas- 
es $50 worth of tapes and rules 
from his wholesaler. 

Evans Rule sends the dealer its 
check for $6 when it receives the 
signed agreement. That $6 check 
is for the display space rental for 
the first six months. Pre - dated 


This fixture, displayed in a dealer's 
store, brings him $36 over three 
years as a space rental fee. 


cards are sent the dealer, to send 
in for the following six - month 
rentals. 

There is an alternate plan paying 
$24 over three years. This plan is 
for smaller dealers using the same 
display fixture, carrying a lesser 
amount of stock. 

The display fixture was designed 
to hang on perforated wall panel 
board. It has an easel, for setting 
up as a counter fixture. The fixture 
is about 2 x 2 ft decorated in three 
colors. 





Du Pont announces— 


8 New Sales Winners 


Du Pont 
ROSE FOOD 


Special blend of organic 
and inorganic nutrients. All 
the food needed to grow 
lovely roses. Contains long- 
feeding Uramite®. 


Du Pont SULFORON X 
Wettable Sulfur 


Controls powdery mildew 
on roses and ornamentals, 
peach and apple scab, 
brown rot on stone fruits. 


Du Pont 
ROSE CANE SEALER 


Protects pruning cuts on 
roses, small wounds on 
trees and shrubs. Handy 
dauber in the cap. 


Du Pont AZALEA and 
EVERGREEN FOOD 


Complete formula for acid- 
loving plants. One applica- 
tion feeds for an entire sea- 
son. Contains long- feeding 
Uramite® fertilizer com- 
pound. 


Du Pont TREE BANDER 
Insect Barrier 


Handy aerosol forms sticky 
band on trees, shrubs and 
vines to keep crawling in- 
sects off flowers and leaves. 


Du Pont 
1% ROTENONE 


Powerful— but safe —con- 
trols insects on a wide vari- 
ety of vegetables and 
flowers. 


Du Pont DORMANT 
and SUMMER Spray 


New—for use in growing 
season as well as in dor- 
mancy.Contains malathion. 
Even controls scale insects. 


—<—<— 





Du Pont 
PROFESSIONAL SPRAYER 


Hose sprayer with special 
nozzle that can spray up- 
wards for underside of foli- 
age. Easily converts to mist 
spraying. 


ADDED BONUS 


Free 
Garden 
Guides 


Bigger and better than ever! 
Now —14 full-color pages 
packed with vital and basic 
information on disease and 
insect control. Real traffic 
builders — because garden- 
erscan getthem only through 
Du Pont Dealers. 


+ 4 Big Traffic-Building Specials 


New special combination deals sure to build 
traffic. Your customers get a break—you 
get extra profits! 


Black & Decker increases 
dealer-level promotions 


Black & Decker is putting the 
spotlight on promoting electric 
tools and accessories at the dealer 
level. This will be done through 
two plans announced at _ recent 
meetings of Black & Decker Mfg. 
Co. sales executives and of regional 
and district managers. 

Merchandising of accessories 
linked with tools will be encour- 
aged by an entirely new program 
of in-store display merchandising 
assortments. The program is to 
remind customers of the many uses 


Generous Co-op Ad Allowance 


Every case you buy get’s you a buck for your 
own advertising campaign. Free mats and 
scripts—just ask! 


————§ Fs ew aw er ee a ee ———_— Fe ee 


GARDEN CHEMICALS 


(See page 206 for more exciting Du Pont news) 


C6 us par off 
BETTER THINGS FOR BETTER LIVING 
« « » THROUGH CHEMISTRY 


Want more facts? Circle 233, p. 155 
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of electric tools. Customers will be 
encouraged to handle attachments 
and accessories displayed in blister- 
pack cards, mounted on perforated 
panel board and wire rack displays. 

The new program reflects a new 
policy in Black & Decker’s policy 
of including merchandising assort- 
ments in pre-planned in-store dis- 
play programs. The fixtures are 
given to dealers free of charge 
when the prescribed assortment of 
tools, attachments or accessories is 
ordered. Previously, the dealer, 


wholesaler, and manufacturer 
shared the fixture cost. Now Black 
& Decker will absorb the entire 
cost of fixtures in the new assort- 
ments. Retailers may order an al- 
most unlimited variety of merchan- 
dise assortments from small groups 
of popular accessories. 

The other new plan concerns the 
need for additional local promo- 
tion and identification of dealers, at 
the local level. This ties in with the 
company’s long time policy of na- 
tional consumer advertising. 





Only IhOOWET 


BATHROOM ACCESSORIES 
OFFER SO MUCH 





Send for 
new 

12-page 
illustrated 
catalog of 
Hoover 
bathroom 
accessories. 


LIFETIME GUARANTEED TRIPLE CHROME 
PLATE will not crack, chip or peel 


BIG PROFIT MARGIN, the biggest profit mar- 
gin in the industry, priced competitively 


NEW STYLING, “Orbitline” functional design 
for today’s modern homes..- 


” PACKAGED SETS made up to your require- 
ments in attractive display packages 


- ATTRACTIVE DISPLAYS, both floor and wall 


displays 


Under the new plan a co-opera- 
tive advertising reserve will be es- 
tablished for each Black & Decker 
wholesale outlet. This co-operative 
ad money will be available for deal- 
ers on a 50/50 co-operative basis 
against the cost of local promotion 
of Black & Decker consumer prod- 
ucts. Local advertising materials, 
such as mats, photos, radio scripts 
will be available to dealer without 
cost. 


Consumer Mailers 


New Wholesalers’ Aids 


for Dealers’ Use 


Val-Test mailer theme: 
Shower of Bargains 
Val-Test Distributors, a division 


of Meyer Merchandising Service, 
Chicago, has a spring mailer called 


YOUR NAME 


You hddress 
Taw Phone Momber 


impriated Here ond Matiec 
in Your Treading Aree 
Wii Build Stare Treffic 


(9 


é 





Shower of Bargains for distribu- 
tion in April and May. 

The 4-page, 4-color broadside will 
contain 70 basic items with coupon 


Hoover combines both beauty and quality to help you 
increase bathroom accessories sales. Two complete 
price lines are available. Ask your distributor how you 
can profit more with Hoover Bathroom Accessories. 


specials on each page. Featured 
items include a %-in. drill at 
$12.88; a selection of 88¢ plastic 
housewares; paint sundries; gar- 
dening equipment, and other hard- 
ware and housewares items. 
Dealers are also offered an in- 
store trim kit of more than 200 
pieces. The kit contains banners, 
pennants, price cards and window 
streamers, all silk-screened in day- 


“Hoover's Lifetime Chrome makes Lifetime Customers” 


POOUer 


BSATHROOM ACCESSORIES 
FOWLERVILLE - MICHIGAN 
Want more facts? Circle 234, p. 155 
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| 
“QUERYTHING HINGES ON HACER!" 


C. Hager & Sons Hinge Mfg. Co. © St. Lovis 4, Mo. 
In Canada, Hager Hinge Canada Limited + Kitchener, Ontario 


Founded 1849 — Every Hager Hinge Swings on 100 Years of Experience 


shia sii seat 


Want more facts? Circle 235, p. 155 
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FAST-SELLERS 


FURNITURE GLIDES 





Easy movers in your customer’s home, fast 
movers in your hardware store —that’s the 
Bassick’s “‘white line’’ of casters and furni- 
ture glides. 

New, high-visibility packaging lets your 
customer see, admire, and want to own these 
good-looking, 74” and 114” white nylon 
furniture glides. They sell themselves, with 
a minimum of time, attention, and counter 
space from you. 


SMART-LOOKERS 


Bassick’s smartly styled white nylon base 
glides give customers greater floor protec- 
tion than any previous furniture glides. They 
can’t corrode, can’t stain rugs—even in 
dampest climates. Their broad, resilient, 
friction-free surface makes them ideal for 
asphalt tile, cork and other modern floor 
coverings. 


FLOOR-SAVERS 


Profit-making companion to white-nylon | 
glides are Bassick white-wheel, brass-finished | 
casters. Sturdy Bassick white composition | 
wheels can't leave marks on floors. They're | 


an eye-catcher and an impuise-seller on peg 


board or counter. Bassick white wheels come | 


in 114”, 1544” and 2” sizes and with grip- 
neck stem or plate construction to fit most 
household furniture. 

Display these fast moving items in high- 


traffic areas and watch sales mount. THE | 


BASSICK COMPANY, Bridgeport 5, Conn. 
in Canada: Belleville, Ont. 


Want more facts? Circle 236, p. 155 
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New Wholesalers’ Aids 


(Continued ) 





glo colors. Distribution of the cir- 
cular is expected to be about 2 mil- 
lion copies. 


interstate wholesalers 
have bargain sale mailer 
The six wholesaler members of 
Interstate Hardware Merchandis- 
ing, Inc., Cleveland, Ohio, have re- 
cently issued an 8-page tabloid 
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mailer printed in red and yellow. 
The theme is Bargain Days Sale. 

The mailer has more than 90 
housewares and tool items and four 
coupon specials on household items. 

A 77¢ special on 14 tool items 
was also included. 

The wholesalers are Baker & 
Hamilton San Francisco; Seattle 
Hardware Co., Seattle; Townley 
Metal & Hardware Co., Kansas 
City; Geo. Worthington Co., Cleve- 
land; Zork Hardware Co., El Paso; 
Zork Hardware Co. of New Mexico, 
Albuquerque. 


Farwell, Ozmun, Kirk 
offers two promotions 


Dealers supplied by Farwell, Oz- 
mun, Kirk & Co., wholesaler in St. 
Paul, have two mailers, catalog- 
type or broadside, for spring pre- 
motions. 

The catalog (shown) has 16 
pages printed in four colors and 
contains 180 items. It features 
lawn and garden tools, housewares 
and outdoor sporting goods. A 
220-piece store trim kit and ad 





NEW Selling 
Lawn Magic! 


CONTROLLED DIRECTIONAL 


FLEXI-SPRAY 


GARDEN-LAWN SPRINKLER 

















Sprays away from the 
house . . . Soak Lawns, 
Gardens, Shrubs, Trees 








wail) Size” 
98° ane 


12 Foot Size 


Ss RETAIL 


Commonwealth's other 
Big Profit Makers... 
Fenstix, Whirling Dervish 
aad Rain Drain. Write 
for catalogue. 


gee ag conp 


LEOMINSTER, MASS. 
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2-SPEED ” 
LOW COST 
DRILL 


ONLY 
$2995 


Lets you change from 1000 to 3000 
rpm and back to get just the right 
speed for different jobs. %” Jacobs 
geared chuck, AC/DC motor delivers 
maximum torque under load. 


35 PIECE ACCESSORY AND TOTER KIT, 
$9.95 


Say WEN for Sabre Saws, Solider Guns, Sanders 
5810 NORTHWEST HIGHWAY, CHICAGO 31 
Want more facts? Circle 238, p. 155 
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mats is also offered. 

The broadside mailer has eight 
pages printed in red and green. It 
has 67 items and three coupon spe- 
clals. A 150-piece trim kit and ad- 
vertising mats are available with 
the broadside. 


Supplee-Biddle-Steitz 
issues two garden books 


Supplee-Biddle-Steltz Co., whole- 
saler in Philadelphia, has two ver- 
sions of its Henry Book for lawn 
and garden dealers. 

The smaller version is a con- 
densed, 20-page book on garden 
tools, quick turnover merchandise, 
and specially priced leader items. 

The regular 36-page book is for 
full-line lawn and garden dealers. 
It contains a larger variety of gar- 
den tools, chemicals, hoses, sprin- 
klers, and outdoor living items. 

A feature of both books is a sec- 


bs Z. s 
ee 
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Play afe..’. Be Sure 
with NORLUND 


LION® Gaffs 3 sizes: No. 1 for 
muskie-size fish; No. 2 for medium- 
size game fish; No. 3 for frogs; 
positive spring action is instan- 
taneous on contact with the fish. 
36” ash handle is optional at 80c 
extra. No. 1 retails about $3.40; 
No. 2 and 3 about $3.20. 


HAN-D-GAF® Light (6 0z.), Rust- 
less (aluminum), and GUARANTEED. 
Flips open with wrist action for 
instant readiness; hand-powered 
closing for accurate control; fits 
tackle box, hip pocket and large 
shirt pocket (6” x 442”). Retail 
about $3.60. 


HOOK Gaff 342” deep, 
3” wide, 5/16” steel rod 
—zinc plated to prevent 
rust. Hook is sharp 
pointed and barbiess. 
36” ash handie is op- 
tional—80c extra. Retail 
about $3.40. 


Call, wire or write for cataleg 
and discounts. 


Div. of 

Mann Edge 
Tool Company 
Lewistown | , 
Pennsylvania 


‘2 Le, 
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THE TRADE CALLS 


DYKEM | 


ed package 8-oz. can fitted with 
Bakelite cap holding soft-hair brush 
for applying right at bench; metal sur- 
face ready for layout in a few minutes. 
The dark blue background makes the 
scribed lines show up in sharp relief, 
prevents metal glare. Increases effi- 
ciency and accuracy. 


Write for full information 


THE DYKEM COMPANY 


Established 1920 
23058 North 11th St. « St. Lovis 6, Me. 


—— 


‘Want more facts? ‘Cirele 
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How to make 
Merchandise 


Disappear — 


folate Me a aeh at a 


Appear 


Flexible-View Displays by HELLER 
increase store-wide sales by an 
average of 36%. Yet the cost is 
surprisingly low. 

HELLER provides in-store engi- 
neering and merchandising assist- 
ance. 

Why not check with us today for 
complete information. 


THE 


COMPANY 


MONTPELIER, OHIO 


WCH 4 


— 3 CO 
240, p. 155 Want more facts? Circie 241, p. 155 
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Chaperone Pet Repellents 
—— BEST KNOWN, MOST ADVERTISED 
> Sell Fast in Aerosol Cans 


Full 40% Discount Orton-Acritan 
thaperom? $1.00 & $1.59 Sizes Flea-Kill 
STOP$ Outdoor Chaperone Beds 


me axe = Protect rgreens, gar- 
Bagge etc. SELL ON 


44 dens, garbage cans, 
SIGHT! 


from dog damage—harm- 
less, humane, extra potent. 
Clear plastic package allows hand- 
r Indoor Chaperone _ some plaid to show through. Kills 
Keeps dogs, cats off furni- fleas while dogs doze. $3.95 to 
ture. Ends soiled cushions. $12.90. Companion Kitty Cootie 
— = Harmless, trains pets. Chaser for cats $3.95. 
Write Today for Special Offer. Free Counter Displays, 
Aids, advertising allowance. Please give jobber's name. 


SUDBURY LABORATORY Box 1353, Sudbury, 
Want more facts? Circle 243, p. 155 — 


the Soe em 


sellingest 


house number 
display ever offered 


Always orderly—sales inviting 
—not a dust catcher. Each 
spindle stocks as well as sells. 
Perfect for quick spot-checks. 
Display FREE with #1 or 7101 
Assortment of 12 doz. asst. 
B-10 or R-10 3'/.'' Numbers, 
plus Frames and Lawn Stakes. 


You make extra profits 


gand your customers 


Selling 








Mass. 





e HUMIDIFIER 
ASSEMBLY 
KIT 














$4495 


RETAIL 


For your customers who want to enjoy healthful moistened air, protect 
their furniture, save on fuel costs, and improve room comfort . . . Skuttle 
offers you this profit package. The Model K-711 Humidifier Assembly 
Kit is designed for do-it-yourself customers. It is easy to assemble and 
simple to install. This Profit Package — can save your customers several 
dollars on assembly and installation charges. If you want a fast moving | 
item this winter, it will pay you to order several of these Skuttle Profit | 


ip tL ALUMINUM EASIEST TO READ 
: ‘ 7 : 
Packages today. 


VISIBLE DAY OF NIGHT: 
Retails $21.90. z a. _ a 
—— E NUMBERS! 
ORDER FROM YOUR JOBBER [ase Reblecting nouse | IBERS' 
4 ITs 


Hy-Ko Products Co., Cleveland 3, 0. 
Want more facts? Circle 244, p. 155 





Skhuithe [IDusli-ban Filters 


FEATURING: 


RED TIP REPLACEMENT 
BLADE WITH NEW 
LOK-IN* BUSHING 


This eye-catching display kit comes to you 
completely assembled for only $39.92... 
parts retail for $59.95. Kit occupies little 
room yet provides ample space for extra 
parts. @ Due to the newly designed LOK -IN 
bushing, Red Tip blades now fit most 
mowers, even those with the new Briggs and 
Stratton engine with below deck flywheel. 


Ww, * Write today for FREE catalog! Ke 3 


NY WHIZ-MOW INC., HAMILTON, ILL. 


Want more facts? Circle 245, p. 155 


KARYLON 


FREF filter gage 


These new low-cost, washable 
electrostatic filters never need 
oiling. Each is framed in zinc- 
coated steel for rugged, rust- 
resistant wear. The electro- 
static action of the Skuttle 
DusT- ban Filters guarantees 
removal of dust, dirt, and 
pollen particles, but allows 
the free flow Of air for maxi- 
mum heating or cooling effi- 
ciency. A FREE Filter Gage to 
each customer purchasing 2 
DusT-ban Filters or $1 cost 
with 1 filter. 6 popular sizes, 
$4.95 each. | 








sont Filter 1 g5 


VAPOGLAS PLATES 


SKUTTLE PATENTED VAPOGLAS PLATES. These 
plates are made of compressed pure glass 
wool. They are porous (taking up to as much 





as 70% more water per pound than ordinary | 
filter plates) and resist clogging longer. Avail- | 


able in packages of 5. 


Gey kutiie | MANUFACTURING CO. 


MILFORD, MICHIGAN 


IN CANADA: WAIT-SKUTTLE CO., OAKVILLE, ONT. 


Want more facts? Circle 242, p. 155 
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SPRAY PAINT 


Advertised in Life, Saturday Evening Post, Good Housekeeping, 
Better Homes & Gardens, American Home, McCall’s, Ladies’ 
Home Journal, House & Garden, Living for Young Home- 
makers, House Beautiful, Popular Mechanics, Popular Science, 
Mechanix Illustrated, Science & Mechanics, Sports Illustrated, 
and Sunset Magazine. 


The Brand with Demand! 


KRYLON, INC. NORRISTOWN, PA. 
Want more facts? Circle 246, p. 155 





New Wholesalers’ Aids 
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tion called Henry’s Hints. It has 
simplified technical information for 
the homeowner on how to paint, on 
insect control and tool care. A 
point-of-purchase display kit is also 
included. 


Liberty circular theme: 

Spring Bargain Sale 
Liberty Distributors, Philadel- 

phia, has an eight-page consumer 


* STORE NAME 


hy tb aiipel % cage & pew é 
i. 2 ae 


mailer with the theme: 
Bargain Sale. 

The mailer is printed in green, 
orange, and black. It contains a 
limited number of basic items so 
dealer investment in inventory is 
kept low. 

Three coupon items are featured 
as traffic builders. 

It also has a front page special, 
an ironing board pad and cover, 
designed to get housewife traffic. 

Liberty dealers are also offered a 
tie-in store kit containing several! 
hundred multi-colored display 
pieces, and ad mats. 


Spring 


Hardware wholesalers 
take 3% dip in November 
Hardware wholesalers’ sales in 
November were 3 percent less than 
a year ago, reports the Dept. of 
Commerce. Sales were $188 mil- 


lion, compared to $194 million in 
November 1959. 

Hardware wholesalers have de- 
clined in eight out of 11 months in 
1960. Largest gain was in August, 
2.4 percent. Largest loss was in 
October, 7.4 percent. 

The overall wholesale trade in 
November had a 3 percent increase 
in sales, compared to a year ago. 
Sales in November were $11.2 bil- 
lion, against $10.9 billion for No- 
vember 1959. 

Nondurable goods sales accounted 
for the gain, with sales of $6.8 bil- 


lion being $540 million better than 
during November 1959. Durable 
goods sales were $4.4 billion, nearly 
$240 million less than a year ago. 


Business failures rise 


Commercial and industrial fail- 
ures rose to 335 for the week ended 
Jan. 12, from 265 the preceding 
week, reports Dun & Bradstreet. 
The total was considerably higher 
than the 292 reported during a 
comparable week in 1960. 











Sandvik Saws serve the world! 


Traditional Swedish Craftsmanship 


. is built into every fine Sandvik hand 
saw. Blade of Sandvik Swedish Steel, 
recognized the world over for its excep- 
tional cutting qualities. 





OTHER PRODUCTS 
SANDVIK OFFERS 


BUCK SAWS 
FILES 
CHISELS 
PLIERS 
SCYTHES 





... all made 
from the finest 
Swedish Steel! 








Want more facts? Circle 247, p. 155 


¥ 


Recommend, stock and display Sandvik 
hand saws, because when you offer Sand- 
vik you are offering the best. 


Sandvik sree: inc. 


Saw & Tool Division 


1702 NEVINS ROAD, FAIR LAWN, NJ. 
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Peg Your Sales Higher with New General Electric Clocks 
New Styles, New Features, New Displays 
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Versatile “Peg-It” Display 





er / Hooks on standard pegboards 

Full cut out numeral. Full vision ©.~ e Holds clock cord out of sight 

New Clock Peg crystal. Beige, red, yellow. New } . e Forany General Electric wall 
“‘Bon Bon” display holds 3 clocks. » ~ or alarm clock 

e Dresses up displays, reduces 


&é 99 
BON BON Fits compactly in small area. De- . ' 
tails from your distributor. 2119 é breakage, pilferage 
Se ‘¥ Se RR OR ae ee 
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New Lighted Dial 


“RISER” 227>« 
Popular ““Room-Mate’”’ Alarm now in 


Sell the General Electric i= 
“Riser”. Our lowest priced § Ge = «ivory and pink. Comes in see-thru 
fe = bubble pack.( Luminous $1 more.) 74223 





New Color, New Package Peg 





clock with lighted dial! 





General Electric Company Clock & Timer Department, Ashland, Mcss2chusetts Progress ls Our Most /mportant Product 
AA . 
le taxes. GENERAL 86) ELECTRIC 


All prices ore manufacturer's suggested retoil prices—nius applic 


Want more facts? Circle 248, p. 155 
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Promotions 


Manufacturers’ New 
Merchandising Plans 


Bissell starts largest 


consumer ad campaign 

Bissell, Inc., Grand Rapids, 
Mich., manufacturer, has begun 
its largest advertising campaign 
in its 84-year history. The firm 
expects to spend more than $1 mil- 
lion during the first six months of 
1961. Bissell products will be fea- 
tured in consumer magazines, on 
radio, and on the Dave Garroway 
TV program. 

Highlight of the consumer maga- 
zine program will be two 1'%-page 
full color ads in Good Housekeep- 
ing, McCalls and Ebony during 
March and April. There will also 
be three full page black and white 
ads in Life. 

In addition, Bissell will furnish 
retailers with a full line of mer- 
chandising aids. 








Sherwin-Williams book 
starts spring campaign 

Sherwin-Williams Co., Cleveland 
paint manufacturer, is spearhead- 
ing its spring promotion with its 
1961 edition of the Home Decora- 
tor book for dealer distribution to 
customers. 

The spring advertising program 
is to start in March and continue 
through May. Color ads are to 
appear in consumer magazines, na- 
tional and local Sunday newspaper 
supplements. 

The Home Decorator book is a 
44-page book in color. It features 
the company’s complete line of 
trade sales products, plus colorful 
photos suggesting new color 
schemes for homemakers, and do- 
it-yourself information. 

A merchandising highlight of the 
1961 edition is money - saving 
coupons on porch and floor enamel, 
a varnish, paint remover and paint 
brush. A coupon redemption plan 
enables dealers to redeem coupons 
through their Sherwin-Williams 
servicing point. 

The book has space for the 
dealer’s imprint, The book is avail- 
able to dealers on a cooperative 
basis. 





Velsicol gives dealers 
free watch in promotion 

Velsicol Chemical Corp., Chicago, 
will give free watches to dealers 
who display Chlordane lawn spray 
between Feb. 1 and Sept. 30 

The promotional program, called 
the Chlordane Spectacular for 1961, 
will be supported by a three-phase 
advertising campaign: crabgrass 
and lawn insect control in early 
spring; outdoor patio pest control 


MM {LACT 
on || 

_~ - mu 4S 
\) 


( 
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during the summer months; lawn 
insect control in fall. 

Six-hundred ads will be inserted 
in more than 200 daily newspapers 
in 45 states. In addition, ads will 
be run in Better Homes & Gardens, 
House & Garden, Sunset, House 
Beautiful’s Practical Gardener, 
Flower & Garden, National Gar- 
dener, Popular Gardening and 
Horticulture. 

Sales literature includes a new 
dealer insect control reference 


count 
WASH S 
ina 

package 
sales era? 


The animals entered Noah’s Ark 
two by two, which got them aboard 
twice as fast ... but some Hard- 
ware people still count out washers 
one by one. It’s a cinch you can’t 
make money that way! 


Wrought Washer, the world’s larg- 
est producer, offers a solid seller in 
Klip-Pac .. . washers pre-counted 
and packaged in clips at competi- 
tive prices. They’re offered in all 
standard types from %6 to % bolt 
sizes. Neatest deal you ever saw. 


You can make money from washer 
sales ... one of Hardware’s oldest 
staples ... if you sell them this 
modern way. What’s more, you sell 
more each time. Simplifies inven- 
tory, saves shelf and drawer space, 
handling costs, cuts losses ... and 
they’re pre-washed and plated! 


order from your jobber 


Ask your jobber to show you Wrought Wash- 
er’s other self-merchandising packages: 
exclusive Mil-Pac Twins, Assortments and 
Single Tubes, Standard Shelf Packs, Bulk 
Washer Containers. 


7 PA WROUGHT 
“WASHER wes co 


2108SOUTH BAY STREET, MILWAUKEE 7, WIS. 
SHeridan 4-0771 « twx Mi 277 


WORLD'S LARGEST PRODUCER OF WASHERS 


WW /2/ 6061 /HP 
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MOST BEAUTIFUL 
AN OPENER 
MADE 


Bye) -37'N:18: 


ELECTRIC. 


CAN 
OPENER 


Want more facts? Circle 250, p. 155 








rol-O-valve 


TOILET TANK BALL 


GUARANTEED TO 


STOP : 
TOILET TAN 
LEAKS 4% 


@SEATS IN DIFFERENT 
POSITION EACH TIME 


@NO TOOLS REQUIRED » 
@SELF THREADING 
@ ACID RESISTANT 


@ GUARANTEED 
5 YEARS 


Rol-O-Valve is a vinyl plastic device 
guoranteed to stop tank leaks. 
it's New—It's Different—it Works 
and It Sells. Returns good profit at 
a suggested retail of $1.00. 

Sold through leading distributors. 
if your present source cannot sup- 
ply write or wire — 
ROL-O-VALVE SALES 
BOX 167 AMERICUS, GA. 


Want more facts? Circle 251, p. 155 
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Manufacturers’ Promotions 
(Continued ) 





manual, consumer folders, counter 


| ecards, literature dispenser, a mo- | 


bile display, window’ streamers, 


and a large wall chart containing | 
insect | 


complete information § on 


| eontrol. 


Minnesota Paint offers 
kitchen towel promotion 


Minnesota Paints, Inc., 
apolis, has a promotion for dealers 
to offer customers five heavy-duty 
Irish Linen kitchen towels for $1 
with the purchase of any Minne- 
sota paint product. 


The customer sends in a coupon | 
with $1 and the towels are shipped | 


direct from Ireland. 

The promotion includes an ex- 
tensive direct mail campaign, Sun- 
day newspaper supplements, and 
color ads in House & Garden maga- 
zine. Local radio, TV and full color 
point-of-purchase advertising will 
also be used. 


Everedy Co.'s 1961 ads 
to stress add-on lines 


Everedy Co., Frederick, 


on features of its lines in 1961. 
Ads presenting this 


For Young Homemakers, Good 


Housekeeping and Sunset consumer | 


magazines. 

Items to be featured include 
Kake Savers, ’Tater Baker, Kake 
Toter, lazy susans, canister 
and infra-red broilers. 


GE changes distribution 
policy on small bulbs 


General Electric Co., Cleveland, | 
Ohio, is expanding the distribution | 


system of its miniature lamp de- 
partment and is now selling di- 
rectly 
houses 
bution costs. 

The action is being taken to 
compete more effectively with low- 


priced imports of decorative and | 


Christmas lights. 

The new system eliminates inter- 
mediate distribution of the small 
bulbs by light string-set manufac- 
turers. These manufacturers previ- 





Minne- | 





Md.., | 
manufacturer of hostess aids and | 
barbecue tools, will stress the add- | 


idea to | 
housewives will be run in Living | 


sets | 


to wholesalers and ware- | 
in order to reduce distri- | 





Ble] tii-g 
WRENCH 


nuts, 
parts! 


neces oe ne 


OVER 22 MILLION 
NATIONAL MONTHLY 
ADS PRE-SELL IT 
FOR YOU! 


At Wholesalers Everywhere ! 
RADIATOR SPECIALTY CO. 


CHARLOTTE, NORTH CAROLINA 
Want more facts? Circle 252, p. 155 





SPRING ASSORTMENT >So 


AJAX Me. 730 — Consisting of: 
* METAL 5-DRAWER CABINET 
* 1,000 SPRINGS (#1 te #100) 
* METAL DISPLAY with SPRINGS 





CHAIR-LOC 


Amazing New Liquid 

S-W-E-L-L-S Wood 

e Penetrates wood fibre— 
makes them 6-x-p-a-n-d 
permanently. 


* Quickest and easiest way 
te fix loose chair rungs. 
legs, handles, dowels, 
dove-tails, ete. 


A Fast-Selling impulse item 
Write for Free Samples and 
Literature 


CHAIR-LOC CO. 
Lokehurst 3, N. J. 
Want more facts? Circle 254, p. 155 


(WRITE FOR YOUR FREE: ) 


“J Complete Newest Set 
of Key Boord Togs 


vyColorful Streamers 
Thot Will Brighten Up 
Your Store \\ 

vW New Edition of Key \ 
Blank Comparative List 


STAR Key & Lock 
Manufacturing Co. 




















Brooklyn 


Want more facts? Circle 255, p. 155 











DEC nae W“— 
; gamle COE 


a 
icc OE 


102 ‘*‘Suburban’’ 


Knocks Down or Re-assembles 
in Just 30 Seconds 


Exclusive K-Brace, slide- 
in seats and top assure 
practical 30-second 
knock-down, re-assembly. 
Far easier, faster, stronger 
than so-called ‘“‘folding’”’ 
methods. 


NEW LOW PRICES 
This and other models at 
lower prices, for every family 

. parks, clubs. Complete 
range of styles and prices! 
Dealer or customer furnishes 
lumber. Ask your wholesaler, 
or write . 





eyer mfg. & sales co. 
~ P.O, BOX 607 ¢ FREEPORT, ILL, 


Ey 
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Changes 


New products and 


new trade names are 
constantly being 
added to the listings 
for the next Directory 
Number of HARD- 
WARE AGE. 


Therefore, if you do 
not find in the current 
issue of the Directory 
Number the product 
you are interested in 
write to the “Who 
Makes It’’ Editor. He'll 


be glad to serve you. 


HARDWARE AGE 


Chestnut and 56th Sts.. Phila. 39, Pa. 











ously distributed replacement bulbs 
to the trade. 

In turn GE will provide lower 
basic net prices, plus and extra in- 
centive discount on early orders. 


There will be less carryover risk | 


for buyers, since 20 percent of 
unopened early-order merchandise 


may be returned. There will also 
be complete inventory protection 


for distributors in case price re- | 


ductions are made by GE. 
Another result of the change in 


distribution policy will be an in- | 


crease in advertising and sales as- 
sistance, through GE salesmen. 


Good lighting costly? 
Now you can lease it 


Dealers who have considered 
modernizing store lighting, but 
have been discouraged by high 


prices of materials and labor, will | 


lease- 
Westinghouse 
Edgewater Park, 


be interested in a new 
lighting plan by 
Electric Corp., 
Cleveland. 

The plan makes complete light- 
ing systems available to dealers, 


wholesalers, and manufacturers on | 
a no-down payment lease that can | 


run up to five years. And the 


_ original lease may be renewed. 


Myers expands program 
for water conditioners 


F. E. Myers & Bro. Co., Ashland, 
Ohio, has a new merchandising 
program to help dealers sell Olym- 
pian water conditioners. 

A merchandising package in- 
cludes a 10-page illustrated color 
catalog, a colorful 30 x 40 in. wall 
poster, four consumer folders and 
envelope stuffers, 
yellow page ad mats, radio spots 
and technical sales information. 

Myers will also expand its 1961 
co-op 


clude water conditioning 
ment. The company plans to back 
dealers and wholesalers with na- 
tional consumer ads. 


Burgess gives dealers 
flashlight with order 


Burgess Battery Co., Freeport, 
Ill., is offering dealers a free flash- 
light with each order of four dozen 
Burgess Leakproof flashlight bat- 
teries, No. 2 (D). The flashlight 
has a retail value of $1. 


newspaper and | 





advertising program for | 
pumps and water systems to in- | 
equip- | 








JEFFERSON 


is your 


ONE-STOP SOURCE 


for 


SCREWS, NUTS 
AND BOLTS 


for Every Industry! 


STEEL © BRASS 
COPPER © NAVAL BRONZE 
SILICON BRONZE 
STAINLESS STEEL 
MONEL @ ALUMINUM 





Industry's Easiest-to- 
Use Catalog places all 
your Fastening needs at 
your fingertips! Large, 
clear listings, helpful 
illustrations. Use your 


Jefferson catalog today 
and every day. Additional 





copies free on request. 


® Jefferson's Service Desk speeds 
your mail, phone or telegraph order 
to our stockroom within minutes 
after it arrives . . . for same-day 
shipment of most orders. You can't 
beat Jefferson service — anywhere! 


JEFFERSON 


SCREW CORPORATION 
691 BROADWAY * NEW YORK 12, N.Y. 
$Pring 7-8400 











Want more facts? Circle 257, p. 155 
HARDWARE AGE, February 9, 1961 © 227 





Read it in HARDWARE 


NEWS OF 


HARDWARE AGE FOR 


KKKKKKK 








News About Dealers: Hardware and Machine 
Shop Combined in Michigan Hardware Store 





Sault Sainte Marie, Mich. 

BUNKER’S HARDWARE 
STORE, just opened here, fea- 
tures everything in hardware 
and rental tools for the home 
repairman and also has a 
complete machine _ shop. 
Grand opening of the new 
enterprise was held recently 
by owners, Robert and Jack 
Bunker. 


Belmont, Calif. — Michael 
Englert, Sr., Doris and Mi- 
chael Englert, Jr., have 
opened the first CoAsT-To- 
COAST store in northern Cali- 
fornia. The address is 1041 
Alameda de la Po’gas. 


Memphis, Mich.— The 
hardware store, formerly 
owned by Paul Shafranski 
has been purchased by Fred 
Jakv bowski. 





Guy Wheaton Appointed 
By Western Hardware 


Guy Wheaton has been 
named store service man- 
ager by Western Hardware 


GUY WHEATON 


Co., dealer-owned wholesaler 
of Phoenix, Ariz. 

Mr. Wheaton will be re- 
sponsible for new dealer ac- 
quisitions and will serve as 
counselor on promotion and 
store services. For the past 
14 years he has been a 
wholesale representative for 

(Continued on page 232) 
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Ace Hardware Stores 
Sales up 21 Percent 


“Brisk buying and the op- 
timism of dealers and man- 
ufacturers point to a good 
ean: so « 2a wee. Ge 
keynote of Ace Hardware 
Corp.’s 37th annual conven- 
tion and exhibit in January 
at the Conrad Hilton Hotel 
in Chicago, according’ to 
Richard Hesse, president. 
During the convention, Ace 
reported that volume was up 
21 percent over the previous 
year. 

There were 3028 Ace deal- 
ers, dealer representatives 
and manufacturers register- 
ed for the three-day conven- 
tion. Attendance represented 
99 percent of <Ace_ stores, 
which are located in 19 
states. 

Mr. Hesse predicted a good 
year for Ace Hardware 
Stores in 1961. To support 
this, he cited the Ace stores 
aggressive remodeling, fix- 
turing and increase in floor 

(Continued on page 240) 


Clayton Mark Promotes 
Gronauer to New Post 


Roy W. Gronauer has been 
promoted to manager of 
pump and well supplies sales 
division of Clayton Mark & 
Co., Evanston, III. 

Mr. Gronauer, who was 
acting manager of the divi- 
sion, joined Clayton Mark in 
1959 as manager of union 
sales. Before that he was 
sales vice-president of OPW 
Corp., Cincinnati. 


Deming Appoints Hoyt 


Kenneth Hoyt, former as- 
sistant plant manager of 
Deming Co.’s Salem, Ohio, 
plant, has been named gen- 
eral manager of the newly 
constructed Mid-West Pump 
Div. at Rogers, Ark. 


9, 1961 


P. A. & S. Small Names 
Two to New Positions 


There have been two ex- 
ecutive appointments by P. 
A. & S. Small Co., York, Pa., 
wholesaler, according’ to 
George L. Small, president. 

John T. Samuel has been 
appointed to the newly cre- 
ated post of manager of the 
hardware division. He has 
been sales manager since he 
joined the company in June, 
1960. 

For 15 years before that, 
Mr. Samuel had been with 
Wickliffe Wholesale Div. of 
Stambaugh - Thompson Co., 
Youngstown, Ohio whole- 
saler. He started as territory 
salesman and later became 


sales manager and most re- 
cently division manager. 
Earl D. Pipher has been 
named sales manager to suc- 
ceed Mr. Samuel. Mr. Pipher 
has been with Small since 
1946 as a member of the 
hardware sales department. 


Gladding Purchases 


B. F. Gladding & Co., 
South Otselic, N. Y., has pur- 
chased all outstanding stock 
of Dot Line Co., Port Wash- 
ington, N. Y., and has moved 
the operation to South Ot- 
selic. Dot line will operate 
as a separate corporation 
with its own officers and di- 
rectors. 





W. W. French, Jr. Honored at 75th Annual 


Hardware Merchants & Manufacturers’ Fete 


W. W. FRENCH, JR. 


W. W. French, Jr., presi- 
dent of Moore-Handley Hard- 
ware Co., Birmingham, Ala. 
wholesaler, was honored with 
the 1961 Award of Merit and 
a gold medal at the 75th an- 
nual banquet held last month 
by the Hardware Merchants 
and Manufacturers’ Assn. of 
Philadelphia. 


The award is_ presented 
each year to an outstanding 
individual in the hardware 
industry whose activities 
have reflected credit upon 
American business. This year 
the award was presented by 
Edward K. Tryon, III, of 
Edw. K. Tryon Co., who was 


JOHN R. GRIFFITH 


chairman of the Jury of 
Award. Other jury members 
were: Wm. Geo. Steltz, Jr., 
Supplee - Biddle - Steltz Co., 
and Hoyt C. Pease, Stanley 
Works. 

The association also elected 
officers. They are president 
John R. Griffith, Shields & 
Brother; vice-president Theo- 
dore W. Hissey, Eagle Lock 
Corp.; and re-elected secre- 
tary - treasurer, Thomas A. 
Fernley, Jr., Philadelphia. 

Directors are Edward K. 
Tryon, III, Ray P. Farring- 
ton, D. Rumsey Plumb, Fred 
C. Thies, Wm. Geo. Steltz, 
Jr., and Edward T. McGlynn. 
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as secretary. Both retired. 








FRED H. JOHNSON 


Johnson New President 
Of Vonnegut Hardware 


Fred H. Johnson was elect- 
ed president and a director 
of Vonnegut Hardware Co., 
Indianapolis wholesaler, at a 
director’s meeting Jan. 27. 
He succeeded Richard E. 
Kremp, who retired. 

Directors also elected Rob- 
ert A. Woolford secretary 
and treasurer. He succeeds 
falph Vonnegut, as_ trea- 
surer, and Erwin Vonnegut, 


Mr. Woolford joined the firm 
a month ago. He had been 
comptroller of National 
Homes Co., pre-fab home 
builder at LaFayette, Ind. 

Mr. Johnson was named 
general manager of Vonne- 
gut Hardware (HA, Oct. 20, 
p. 163) last fall. He had 
been a hardware consultant 
in Florida. He held execu- 
tive positions with Marshall- 
Wells Co., Shapleigh Hard- 
ware Co., Knight & Wall 
Co., and Lufkin Rule Co. of 
Canada. 


Central States Elects 
Swartwout President 


Ev. W. Swartwout, Minne- 
sota Mining & Mfg. Co., has 
been elected president of the 
Central States Hardware 
Club. 

Election of officers was 
held at the club’s 23rd an- 
nual meeting and _ dinner 

(Continued on page 232) 





True Value Dealer Committee Expresses 
Optimism for 1961 at 8th Joint Meeting 


Optimism over profit pos- 


sibilities in 1961 was ex- 
pressed by members of the 
True Value committee dur- 
ing the eighth annual com- 
bined convention of True 
Value, Auburn, Associated 
and Buhl Sons Co. dealers. 
The meeting was held at the 
Hibbard, Spencer, Bartlett & 
Co. warehouse in Evanston, 
Ill., in January. 


According to George F. 
McIntyre, vice-president in 
charge of sales, more than 
1600 associate dealers, their 
sales people and manufac- 
turing representatives were 
in attendance during the 
three-day event. 

The dealers based their op- 
timism for 1961 on their in- 
creased sales and profits in 
1960. During the meetings a 
True Value dealer, Bill Whit- 


more, gave some details on 
how he got high profits 
through the True Value pro- 
gram. Bob London, another 
True Value dealer, also spoke 
on the subject. Also, the 
dealer committee presented 
the Spring Promotional Cal- 
endar. 

Other speakers at the 
meetings included: Robert E. 
Petit, managing editor of 
Hardware Ketailer, and Ru- 
pert Watson, president of 
the National Retail Hard- 
ware Assn. 


According to E. S. Kan- 
towics, vice-president of mer- 
chandising, new records were 
reached in firm orders made 
by dealers at the more than 
200 manufacturers’ booths at 
the exhibit. Specials were 
particularly well received. 


American Hardware Supply Co. to Build 
New Warehouse; Will Move in November Ist 


A new warehouse and of- 
fice building will be built by 
American Hardware Supply 
Co., dealer-owned wholesaler 
of Pittsburgh. Occupancy is 
expected by Nov. 1. 

The new buildings will be 
located on a 35-acre site in 
Butler, Pa., and will be under 
a lease-back arrangement. 
About one-third of the acre- 
age will be occupied by the 
warehouse. Remaining space 
will be used for parking and 
future development. 

American’s new building 
will be a one-story structure 
with 210,000 sq ft of ware- 
house space. The office area 
will occupy 16,000 sq. ft. 


Plans for the warehouse 
were announced by F. Leon 
Herron, Jr., general mana- 
ger, at the company’s annual 
stockholders’ meeting. 


Mr. Herron explained that 
the move was based on a de- 
sire to gain the efficiency of 
a one story operation, and 
to avoid the congestion of a 
metropolitan location. Better 
parking facilities for custom- 
ers and employes was an- 
other consideration in the 
move. In addition, Mr. Her- 
ron pointed out that the new 
location is more centrally 
situated for American’s ship- 
ments to customers. 





DON K. ANDERSON 
Kwikset Appoints Two 
To Sales, Market Posts 


The Kwikset organization 
has named a new sales man- 
ager and a new director of 
marketing. 

Don K. Anderson, former 
assistant sales manager, has 
been promoted to sales man- 
ager of domestic sales for 
Kwikset Sales & Service Co., 
Anaheim, Calif., a subsidi- 
ary of American Hardware 
Corp. He has been with the 
firm for eight years. 

William Tell Thomas has 
been named director of mar- 
keting for Kwikset Div., 
American Hardware Corp., 
Anaheim, Calif. Mr. Thomas, 


WILLIAM TELL THOMAS 


who has been advertising 
manager for eight years, 
will be responsible for sales 
promotion, advertising. He 
will also approve packaging 
and other such functions for 
Kwikset Div., Kwikset Sales 
& Service and Kwikset Pow- 
dered Metal Products Div. 


Black & Decker Name 


Black & Decker Mfg. Co., 
Towson, Md., has changed 
the name of its Hardware 
Division to Consumer Prod- 
ucts Division. M. D. Mooers, 
division general sales man- 
ager made the announcement 
at a recent meeting. 
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You can sell the 


PREVENTION ... 
AT A PROFIT! 


Kleensteam is the handy water 
de-mineralizing conditioner that 
TURNS TAP WATER INTO THE 
CHEMICAL EQUIVALENT OF 
COMMERCIAL DISTILLED 
WATER... in minutes, right at 
the sink! The CUSTOMER carries 
Kleensteam home in her purse... 
¥ NOT ON HER BACK! 


-s ; 
Kleensteam PROTECTS steam irons against 
CLOGGING . .. PREVENTS damaging TAP WATER 
“LIMING” inside! 


Kieensteam builds REPEAT BUSI- 
NESS (replacement sales are HUGE!) 
Retail price, 98¢ for ‘‘Starter Kit’, 
2 Refills 98¢... EXCELLENT PROFIT 
MARGINS! 


PACKAGED FOR IMPULSE BUYING! 
Shelf Stacker/Hanging Displays, 
plastic Bubble Packs, Refill Displays! 
Displayed with 2% Oz. PACKETTE of 
new, pre-measured Kleen-Out IRON 
CLEANER for market introduction. 


ce 


set 
¥ 4 


oy a 
<Y === | Sell the PREVENTION for clogged-up 
| steam irons along with the CURE... 
to THOUSANDS in your area who 


own steam irons that need BOTH! 
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” 
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WRITE...WIRE...PHONE... 
ILLINOIS WATER TREATMENT COMPANY 
840 CEDAR ST., ROCKFORD, ILLINOIS 

Want more facts? Circle 258, p. 155 
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News of the Trade 


| Officers and directors of the Intermountain Assn. of Hardware and 


Implement Dealers, elected at the Jan. 22-24 convention in Salt 
Lake City are, left to right, seated: A. L. Elmer, A.-L. Elmer Co., 
Panguitch, Utah, president; Joseph Etchingham, Lowe's Hardware, 


| Ogden, Utah, director; Lowe Ashton, Jr., Ashton Lumber & Hardware, 
| Heber City, Utah, director; Scott Schlofman, Schlofman's Equipment 
| Co., Boise, Idaho, director; and Dredge Roberts, Roberts Implement 


Co., Burley, Idaho, director. Standing, F. V. Johnson, H. J. H. Co., 


| Weiser, Idaho, director; Robert Pearce, Hesson's, Inc., Elko, Nev., 


second vice-president; Donald Chisholm, Chisholm Bros., Burley, 
Idaho, national director; Leon L. Weeks, Boise, Idaho, reelected 
secretary-treasurer; Earl Greenawalt Jr., Greenawalt's, Inc., Gooding, 
Idaho, director; Duke Page, Page's, Inc., Spanish Fork, Utah, director; 
Ingle Weeks, F. W. Weeks & Son, Caldwell, Idaho, retiring president; 
B. A. Wackerli, B. A. Wackerli Co., Idaho Falls, director; and 
D. A. Erickson, Owyhee Truck & Implement Co., Ontario, Ore., first 
vice-president. Directors elected at the convention, but not shown 
here, are William Kyle, The Mart, Idaho Falls, Idaho (new); Earl 
McCaslin, McCaslin Lumber & Hardware, Burley, Idaho, (new); Ralph 
Bowler, Power County Equipment Co., American Falls, Idaho, (new); 
Max Peterson, Peterson Tractor & Implement Co., Midvale, Utah, 
(new); and R. A. Harris, Harris Tractor Co., Meridian, Idaho, (hold- 


over). 





brief reports of 


MANUFACTURERS SALESMEN 


© Black & Decker Mfg. Co., Towson, Md..—A number of 


_ appointments have been made by the Consumer Products 
| Div. in five districts. New York district: J. C. Killeen in 





metropolitan area and C. H. Theodore in Massachusetts. 
Cleveland district: H. P. McNally in Buffalo-Rochester area. 
Cincinnati district: R. A. Schlosser in Lansing, Grand 
Rapids and South Bend; A. J. Condorodis in Cincinnati and 
Louisville; J. K. FitzGerald transferred from St. Louis to 
Columbus-Dayton area. Atlanta district: G. B. Hobbs, Jr. 
in Chattanooga. Chicago district: D. S. Peet in North and 
South Dakota; J. F. Unger in metropolitan Chicago. 


@ Daisy-Heddon Sales Co., Rogers, Ark.—William H. Cole, 
Greenhill, S. C., to cover Delaware, Maryland, Washing- 
ton, D. C., West Virginia, and Pennsylvania except Pitts- 


| burgh and Philadelphia; John F. Martin, Springfield, Ohio, 


to cover Pittsburgh and Ohio except Toledo and Cincin- 
nati; James R. Edwards, Great Neck Plaza, Long Island, 
N. Y., to cover Connecticut, Maine, New Hampshire, New 
Jersey, Vermont, Rhode Island, Philadelphia, and New 
York state except New York City; Floyd C. Brandon, 
Roslyn, Long Island, to cover New York City. 


@ Samuel H. French Paint Co., Philadelphia—Winfield H. 
Mayer, dean of paint salesmen (See HA, Feb. 27, 1958, 
p. 118), celebrated his 90th birthday Jan. 12 and also 
marked 73 years with the same company. He still calls 


| on the trade. 


| 


@ Clarke Floor Machine Co., Div. Studebaker-Packard 
Corp.—R. Duane Tapken from Omaha to Oklahoma City 
covering western Arkansas, Oklahoma, and the Texas pan- 
handle; Phil A. Brady from Oklahoma City to St. Louis, 
covering eastern Missouri and southern Illinois. 








I. L. SMITH 


|. L. Smith Joins 
Norfolk Products 


I. L. Smith, former vice- 
president of North & Judd 
Mfg. Co., New Britain, 
Conn., has joined Norfolk 
Products Corp., Norfolk, 
Conn., as executive  vice- 
president and board member. 

Mr. Smith, who was also 
general manager of North & 
Judd’s Wilcox - Crittenden 
Div. when he left, is a sales 
management specialist. He 
will concentrate on applying 
modern sales and promo- 
tional concepts to Norfolk’s 
precision wood drilling tools 
and accessories. 


Buffalo Wholesaler 
Holds 3rd Trade Show 


More than 600 dealers and 
their representatives attend- 
ed the Third Annual Blue 
Chip dealer trade show spon- 
sored by Weed & Co., whole- 
saler, at the Statler-Hilton 
Hotel, Buffalo. The dealers 
came from New York state 
and Pennsylvania. 

About 175 manufacturers 
were represented at the show 
held for four days in Jan- 
uary. 

New merchandise, special 
acaler discounts and dating 
pians for seasonal merchan- 
dise were the focal points 
of the show, according to 
Walter C. Weed, president 
of the company founded in 
1818. 


Battery-Powered Mower 
Manufacturer Formed 


A new firm, called Lectro 
Lawnshear Corp., has been 
formed. The corporation has 
its headquarters at West 
Point, Pa., and an additional 
plant in Hatboro, Pa. 

Thomes C. Mascaro is 
president of the new com- 
pany, that makes battery- 
powered lawn mowers. Hor- 
ace C. Shuman is vice-pres- 
ident. 


News of the Trade 





Poehler of Townley 
Retires After 25 Yrs 


Ernst J. Poehler has re- 
tired from Townley Metal & 
Hardware Co., Kansas City, 
Mo., wholesaler after 25 


vears. He has completed 51 | 





years in the hardware busi- | 


ness. 


While at Townley, 


Mr. | 


Poehler was buyer of tools, | 


lawn and garden supplies 


and farm supplies. He is a | 


member 
Age Fifty Year Club. 
HA Sept. 10, 1959, p. 398.) 





Dates Announced For 
Wholesalers’ Shows 


Wm. L. Blumberg 
Co., Inc., Spring Show 
and Open House, Feb. 
26, at company’s of- 
fices, 1133 Manhattan 
Ave., Brooklyn, N. Y. 


Builders’ Hardware 
& Supply Co., Dealers’ 
Spring Market and 
Open House, March 
18-19, at company’s 
warehouse, 2005 E. 
7th Place, Tulsa, Okla. 


Gates Hardware & 
Supply Co., Tulsa, 
Okla., Dealer Show, 
March 5, at Educa- 
tional Building of the 
Tulsa Exposition and 
Fair, Tulsa, Okla. 


S & M Co., Dealer 
Show, June 11-12, at 
company’s offices, Ar- 
thur & Kennedy Sts., 
N.E., Minneapolis 13, 
Minn. 


Standard Wholesale 
Hardware Co., Chi- 
cago, Spring and Sum- 
mer Show, Feb. 12, at 
Prudential Bldg., Ex- 
hibition Hall, Ran- 
dolph St. at Michigan 
Ave., Chicago. 


Dates of other wholesalers’ 
shows announced previously 
are shown in the Convention 
Calendar on page 210. 





of the Hardware | 
(See | 











Davis Promotes Gminder 
T. M. Gminder, 


vice-president of sales for 





former | 


H. B. Davis Co., Baltimore, | 


has been appointed 
vice-president. J. C. Hun- 


senior | 


toon had been transferred | 
from Seidlitz Paint & Var- | 
nish Co. to take the Davis | 


sales post. 
26, p. 104.) 


(See HA, Jan. | 


| 
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- 
steam iron owners 


love their steam irons... and 


wish they’d stop 
; clogging up! 


You can sell the 


CURE... 
AT A PROFIT! 


Wante 


Keen-our 


STEAM IRON 
CLEANER 


. 
.- 7 
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. 
° 


New, PRE-MEASURED Kleen-Out 
steam iron cleaner CLEANS OUT 
CLOGGED IRONS...STOPS 
SPURTING, SPUTTERING, UGLY 
STAINING! Contains magic 
METALGARD ... cleans out but 
never ‘‘eats the metal”’ 

as other cleaners do! 


Packed 2% Oz. of liquid in 
brand-new, EXCLUSIVE CONTAINER 
... DOUBLE-THICK PACKETTE... 
handiest to USE and STORE! 

Snip off end and pour! 


DISPLAY PACKAGE (shelf (ass 


stacker or hanging) WITH POW- war 
ERFUL SELLING MESSAGE! 

Four 2% Oz. PACKETTES... 

10 FLUID OZ. ... (4 iron clean- 

ings!) retail price, 98¢. HIGH 
PROFIT MARGINS! Display has 
everything for FAST SALES! 


KLEEN-OUT IS BACKED BY 
LARGE NEWSPAPER ADS 
AND SATURATION RADIO 
AIMED RIGHT AT STEAM 
IRON OWNERS! 


cleans out 
$ 
clagaee "°" 


For initial MARKET INTRODUCTION Kieen-Out is 
packaged with famousKleensteam water conditioner kit. 
SELL THE CURE FOR CLOGGED STEAM IRONS ALONG 
WITH THE PREVENTION TO THOUSANDS IN YOUR 
AREA WHO OWN CLOGGED-UP STEAM IRONS! 

One money-saving introductory package that builds 
REPEAT SALES! 


WRITE ... WIRE... PHONE... 
ILLINOIS WATER TREATMENT COMPANY 
840 CEDAR ST., ROCKFORD, ILLINOIS 

Want more facts? Circle 258, p. 155 
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NEW 


X-20, 


SELECTOR 
SPRAYER 


JUST DIAL 
FOR CONCENTRATION 


Metal protective cap } - 


Permanent safety check-valve 
positively prevents backflow of all 
poisonous chemicals into water 
system. 





LOOK AT 
THESE FEATURES 


Miracle Dilution Dial automatically meters 
correct concentration. 


Sprays any liquid insecticide or fertilizer. 
Any garden hose does the work. 


Squeeze, it sprays—Release, it stops. Lock- 
clip holds handle in “on” position. 


Regardless of water pressure, Miracle Dilu- 
tion Dial maintains the correct mixture. 


Unbreakable plastic pint bottle. 
Adjustable spray deflector. 


Converts to an adjustable hose nozzle by 
attaching included brass nut. 


Year guarantee against mechanical defects. 


COUNTER DISPLAY BOX 


in brilliant red and yellow 
sells every feature. 








GET TO KNOW THE BARCO SPRAYER FAMILY 


BARCO MANUFACTURING CO., INC. 


119:Dewey St., Worcester, Mass. 
Want more facts? Circle 259, p. 155 
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— News of the Trade———— 


Standard Screw Co. 
Realigns Management 


Executive responsibilities 
have been realigned by 
Standard Screw Co., Bell- 
wood, IIl. 

Webster D. Corlett, board 
chairman, has ended oper- 
ating direction of the Chi- 
cago Screw Co. Div., Bell- 
wood. He continues as chief 
executive officer. Paul A. 
Mongerson, formerly vice- 
president and assistant to 
Mr. Corlett, succeeds him as 
vice-president and general 
manager of the division. 

James A. Taylor has re- 
linquished operation of 
Hartford Machine Screw Co. 
Div., Hartford, Conn. He 
continues as president, board 
member and chief operating 
officer of Standard. Michael 
J. Perrin, former division 
vice-president, succeeds him 
as vice-president and general 
manager of Hartford. 

A. D. Rose will concen- 
trate on his duties as vice- 
president of manufacturing 
for all divisions. His duties 





at Western Automatic Screw 
Co., Standard’s division in 
Elyria, Ohio, have been as- 
sumed by Theodore R. 
Pleines as vice-president and 
general manager. He was 
factory manager and as- 
sistant to Mr. Rose. 


Guy Wheaton Appointed 
By Western Hardware 


(Continued from page 228) 
Western Auto Supply Co. in 
Arizona. 

Mr. Wheaton’s background 
also includes positions from 
stock boy to store manager 
with Gamble Skogmo before 
he joined Western Auto as 
a manager. 

Western Hardware Co. is 
in the process of consolidat- 
ing with Southwest Hard- 
ware Co., Santa Fe Springs, 
Calif., also a dealer-owned 
wholesaler. (See HA, Nov. 
3, p. 209.) Both companies 
are under a joint manage- 
ment agreement. They serve 
more than 225 independent 
hardware and lumber stores 
in the Southwest. 





HOWARD S. MULHOLLAND 


| Central States Elects 


Swartwout President 


(Continued from page 229) 
party, Jan. 19 at the LaSalle 
Hotel, Chicago. 

Other officers elected were: 
first vice-president, James R. 
Mohr, American Steel & Wire 
Div., United States Steel 
Corp.; second vice-president, 


BEN LEVE 


Howard S. Mulholland, Behr- 
Manning Co.; secretary-trea- 
surer, Ben Leve, elected for 
his 23rd term. 

Directors elected for three 
years: Ray E. Minter of J. 
Wiss & Sons Co., George W. 
Paxton of Turnbuckles, Inc.; 
George H. Wharton of O. 
Ames Co. 





Here’s dh This Sasows 
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Own «~KEY-BAK - 


Key Reel 


2 COUNTER CARD 


MAKES EASY MONEY _ 








KEY-BAK Key Reel is HIGHLY ADVER. 

TIZED in such magazines as POPULAR . 

MECHANICS, TRUE MAGAZINE, etc. 7 RETAIL 

KEY-BAK advertising is seen by over i¢ 

§,000,000 people EACH MONTH. You | ff J $995 
make money from KEY-BAK advertis- i 

ing when you prominently display the fe ORDER IT 
famous self-selling KEY-BAK Counter , Za oe NOW! 

Display Card in your store. We'll tell 2 

them .. . then, you sell them! Get 

KEY-BAK now from your jobber : 

or write direct. 


OVER TWO MILLION 
KEY-BAKS NOW IN USE! 


Key-Bak is pocket-watch size, highly-polished chrome finish. It’s 

worn on the belt by millions of men who carry keys. Swedish clock IN SAL ES. 

spring reels in the 24” long STAINLESS STEEL chain; keeps keys 

always safe and handy at wearer's side. LIFETIME GUARANTEE IN FEATU RES 


2s « 
West of Mississippi East of Mississippi IN PROF I S 


LUMMIS MFG. COMPANY | CTL COMPANY 


2242 E. Foothill Blvd 1770 W. Stewart Ave WAGNER SWEEPERS 
Want more facts? Circle 260, Pp. 155 és 7 4 SWEEP BETTER 


3 New Models — latest 








I= i design and color for eye 
AND? nicedl, to poll, ! / it f catching sales appeal 
P ——w Two moving combs (ex- 
TIME-TESTED [BRANDED] clusive feature) keep the 
DEPENDABLE TOOLS  eipay brush always clean for 
immediate use 

50% of the women 
shopping in your store 
* STILLSON TYPE ° I = ¥ . are prospects for a 

DRILSAW ‘: WRENCHES) ; le | Tee Wagner sweeper 
All 3 offer quality fea- 
tures that customers 
want... customers buy 
| sl —— , Priced to fit every retail 

“Want more facts? Circle 261, Pp. “155 | | customer's budget 
Backed up with a NEW 


ee DEW a PROF :., > 


move goods 


\E SN N with Sahsfied Custowens se os 7 — oe a | Wagner assures you full 
N= 








profit and price protec- 


79 Cc And Lat ©, .: : Quick Kleen tion 
Worth It = “a | Let us design a sales plan especially for you — write 


THE SNOW WHITE PLASTIC SSO™ E.R. WAGNER MANUFACTURING CO., Milwaukee 9, Wis. 


TUB and TILE < 


nN i 
Saran S 4 COMB CLEANED 


| DE WITT propucts CO. 
(Fa 5868 PLUMER ST. DETROIT 9, MICH. CARPET SWEETER 
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AVAILABLE IN THE FOLLOWING SIZES 
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Bent Old Style 507-14" §$ f 


‘Ss sie-2" € 512- | F $14.3" a 
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SOLID PLASTIC HANDLES 
GUARANTEED SOLVENT PROOF 


Feel the difference in these new professional 
knives and scrapers! They’re perfect tools for 
both amateurs and professionals. 


@ Individually carded for added sales! 


@ Solid plastic handle that will not dissolve, melt, 
break or curl! 


@ Extra thick steel strengthens throat and handle! 
@ Specially ground blade, hang up hole in handle! 
@ Plastic coated blades help prevent rusting! 

@ Nineteen different styles! 


New *1037 Counter Display 


An effective ‘silent salesman’ furnished 
free with tool assortment that includes 
half dozen each of 5 different tools. 
Display is 15” wide, 6 deep, 25" high 
and comes assembled. Shipping Wt. 13 


pounds. Larger displays available. 
WRITE FOR COMPLETE INFORMATION 


ACCURACY 


Ney 


WARNER 
MANUFACTURING CO. 


817 16TH AVENUE SOUTHEAST 
1037 
MINNEAPOLIS 14, MINNESOTA Saal aus ennse 


Want more facts? Circle 264, p. 155 
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News of the Trade 








news in brief of 


MANUFACTURERS’ AGENTS 


@ John H. Morrison Asso- 
ciates, Dallas, Tex.—Earle 
R. Holland, Jr., has joined 
John H. Morrison as a rep- 
resentative. Mr. Holland 
was general manager of the 
Building Paper Products 
Div., Fleming & Sons, Inc. 
He traveled 14 states for 
seven years calling on whole- 
salers for Wallrite, a deco- 
rated building paper. Mr. 
Morrison, who has been a 
representative covering 
Texas and Oklahoma for $ 

eight years, and Mr. Holland EARLE R. HOLLAND, JR. 
will call on hardware wholesalers, industrial supply houses, 
wholesale lumber companies and sash and door jobbers. 
They will cover Texas, Oklahoma, Louisiana and part of 
Arkansas from 6106 Desco, and 6823 DeLoache Ave., both 
addresses in Dallas. 


@ Robert F. Jones, Paoli, Pa., has joined the Lou Braden 
Agency of Pittsburgh, Pa. He will represent the firm in 
the Eastern area. Mr. Jones will continue to represent the 
lines he has previously carried, with the Braden firm also 
handling these lines in certain areas. Mr. Jones will also 
represent present Braden lines in his territory. The agency, 
known in the past as “Lou Braden,” has changed its name 
to the Lou Braden Agency. The address remains un- 
changed at 487 Old Farm Road, Pittsburgh. The firm now 
travels three men, not including Mr. Braden. 


@ Robertson-McDonald, Inc., Miami, Fla. — This new 
agency was formed Jan. 1 by J. W. Robertson and John 
J. McDonald. Mr. Robertson had represented Ox Fibre 
Brush Co. in the Florida area for the past year. Mr. 
McDonald is a veteran of the hardware and housewares 
industries. The agency, handling hardware, housewares 
and maintenance materials, is headquartered at 920 N. W. 
14th Court, Miami, and also has an office in Sarasota at 
593 45th St. 


@ Lifetime Div., Northern Industrial Chemical Co., South 
Boston, Mass.—Four agencies have been reappointed to 
handle Lifetime products since its acquisition by Northern 
(see HA, Oct. 20, p. 163). They are: Lauren Williams, Los 
Angeles; Charles B. Coxhead, Rosemont, Pa.; William Hef- 
lin & Co., Rockville, Md.; Clarence A. Kuntz, Minneapolis; 
and Kenneth Chick, Winona, Minn. 


@ One Co., New York—tThis agency successfully used a 
“What’s New Wagon” in distributor missionary work to 
take merchandise demonstrations to dealers’ doors. The 
truck was staffed by a One Co. representative and a dis- 
tributor salesman. It was reported that seven out of eight 
dealers bought items. 


@ Lynn & Brooks, Los Angeles—This agency has es- 
tablished Arizona, New Mexico and El Paso, Texas, as 
a separate territory. G. C. Ratcliff, who has been covering 
Arizona will take over the new territory with headquarters 
at 1738 E. Orange Dr., Phoenix. Phone: AMhurst 6-8238. 


@ L. R. Oatey Co., Cleveland—Michigan, Ohio, Indiana 
to Peter DeVries & Associates, Dearborn, Mich.; Missouri, 
Kansas, Iowa, Nebraska to Bennett Haynes, Moberly, Mo. 


@ Kordite Co., Macedon, N. Y.—Michigan and Toledo, Ohio, 
to Ed Burd & Associates, Detroit; Minnesota, Wisconsin, 
North and South Dakota to Fred Edelston Co., Minneapolis. 


@ Dexter Lock Div., Dexter Industries, Inc., Grand Rapids, 
Mich.—E. E. Maxwell, veteran of the wholesale hardware 
trade, to Arkansas, Oklahoma and eastern Texas. 
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PAINTERS DROP CLOTHS 


Dd. “at May Ma-Crepe Cs. 


DurHAM, NortH CAROLINA 


PLASTIC 
PAPER 
COTTON 
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TWO NEW EPOXIES — SPACE AGE SUPER GLUES 
CLEAR EPOXY ADHESIVE Th ILHOLD 


Dries clear... 
» « BVeeee ewe 


easy to use. For home 
shop. Carded or Kits 


Does difficult jobs with wonder- 
ful results. Molds and machines. 


STRONG ENOUGH TO HOLD TONS-— PERMANENT-—WATERPROOF 
WILHOLD GLUES, Inc., Los Angeles 31, Calif. * Chicago 12, Ill. 


EPOXY-METAL ADHESIVE ‘22awemant 
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WHEN YOU ARE LOOKING FOR A CERTAIN PRODUCT 


and only the trade name is known—look in 
the General Directory Section of the “WHO 


the name of the manufacturer who makes it. 
The address of the maker will also appear 


MAKES IT?” Number of HARDWARE AGE for 
that particular trade-name. You will find it 
listed alphabetically under the product head- 
ing of the item in question. 

There alongside the trade-name you will find 


HARDWARE AGE 


with the firm name arranged alphabetically 
in the same list. 

Keep this Merchandise Directory Number 
where you can reach it quickly whenever 
you need help in buying hardware products. 


Chestnut & 56th Sts., Philadelphia 39, Pa. 

















> 


ae 


. For 


Faster 


73.)Give 'em what they want. 
. Give ‘em GUMOUT 


Starts ...Lots More Power 


order from your“jobber or write 


CECE Renenes Clevel 4. ORanne 


and 
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RED JACKET 
CUSTOM 


ubmtuga PUMPS 


a 
es 
- 
i 


AFL oy 
| 19985 


7 GPM 8 STAGE % HP 


The only change in these Red Jacket 
Custom “Submerga” Pumps is in the 
prices. They still have the high per- 
formance and dependability that 
have made them popular with deal- 
ers who install water systems and 
stand behind their work. Hermeti- 
cally sealed, water-lubricated, 3-wire 
motor virtually eliminates motor 
maintenance. The six-spline drive 
shaft makes impeller hub “break- 
out” impossible. Smooth DuPont 
| ¥% Delrin impeller resists corrosion and 
7 abrasion. * 
Many other features of the Custom 
pump, together with these new low 
prices, give your customers the most water for 
the money invested with the least maintenance. 
All prices on all sizes of 7 and 10 GPM Series 
Custom pumps have been greatly reduced. Your 
Red Jacket distributor can show you the com- 
plete price list. Call him today. 


*7 GPM Series 


OBIE AMP I ee OB EN Op ‘ 
bE SA Re in Mela Di ee Bk SOR EY Fa eer e 
7 Se MG, Ae FOLKS. ea OP % 


GEA SOD rg 9p Sage OOS 


RED JACKET MANUFACTURING COMPANY 
DAVENPORT, IOWA 


WAREHOUSES: 
Athena, Ore. * Boyertown (Philadelphia), Po. « Dalios, Tex. » Memphis, Tenn. 
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——News of the Trade 


Brand Names Foundation Picks 20 Finalists; 


Dealers Can Win One of Several Awards 


Out of thousands of en- 
tries 20 hardware-housewares 
stores have been picked as 
finalists in the annual Re- 
tailer of the Year competi- 
tion sponsored by the Brand 
Names Foundation. 

These 20 dealers have sev- 
eral chances to win. First, 
they are eligible for the top 
prize which is the Retailer of 
the Year plaque. Four other 
dealers will receive Certifi- 
cates of Distinction awards 
as runners-up. Awards will 
be presented on May 4 at the 
Waldorf-Astoria Hotel in 
New York. 

The 20 dealers listed as 
finalists by the Foundation 
are: 

Acme Hardware Co., Med- 
ford, Ore.; W. G. Arthur Co., 
Inc., Orchard Park, N. Y.; 
Duke’s Ace Hardware, Oak 
Lawn, Ill.; Fairfield Hard- 
ware Co., Fairfield, Ala.; 
Gastineau Brothers, West 


Carrollton, Ohio; Josiah 
Gooden & Son, Kingfisher, 
Okla.; Guthrie, Bradley & 
Jones, Inc., Sweetwater, 
Tenn.; Louis Hansen’s Sons, 
Davenport, lowa; Hardware 
Center, Alexandria, Va.; 
Hardware Fair, Baltimore, 
Md.; Klingensmith Hard- 
ware, Inc., New Kensington, 
ra. 

Also, Maloney’s, Inc., Silver 
Spring, Md.; National Sup- 
ply & Hardware Co., Mil- 
waukee; Palo Alto Hardware 
Co., Palo Alto, Calif.; 
E. Robinson, Inc., Hartsdale, 
N. Y.; Schunemans, Inc., 
Pierre, S. D., Soukup Hard- 
ware Store, Elmhurst, IIl1.; 
J. J. Stangel Hardware Co., 
Manitowoc, Wis.; Westside 
Hardware, Rapid City, S. D. 

In March the Brand Names 
judges will meet to study 
presentations made by the 
finalists. Winners will be se- 
lected at this time. 





SS Piicise 


Valspar Reorganizes 
Following Its Merger 


Several executive changes 
have been made by Valspar 
Corp., Rockford, IIll., follow- 
ing the merger of Rockcote 
Paint Co. and Valspar Corp. 
(see HA Sept. 22, p. 362). 


LEIGH H. GIBBS, JR. 


Valspar’s general offices 
were recently’ transferred 
from Ardmore, Pa., to Rock- 
ford. 

Former Rockcote officer, 
Leigh H. Gibbs, Jr., has been 
named vice-president and 
sales director of the Valspar 
sales division. Bryon J. 
Kluesing, former sales man- 
ager for Rockcote trade sales 
division, will assist Mr. 
Gibbs as sales promotion 
manager. 

All officers of Rockcote 
Paint have been given simi- 
lar posts with the new Val- 


Corp. Additional vice- 
include: Roland 
Gianneschi, former Valspar 
officer, divisional manager 
of Detroit Graphite Co., Chi- 
cago; F. O. Vogenitz, for- 
mer Valspar vice-president 
and technical director, sales 
manager of Midwest Syn- 
thetics Co., another Valspar 
firm; and G. G. Thorne, gen- 
eral manager of Smith-Va'- 
spar marine division (see 
HA, Jan. 12, p. 149). 

C. Hamilton Wise, former 
advertising manager for the 
former Valspar organiza- 
tion, retains this post, now 
titled trade sales advertising 
manager, at Rockford. 


spar 
presidents 


Toy Manufacturers 
To Open Exhibit Hall 


Ma’ch 8 will mark the 
opening of a permanent ex- 
hibit hall and public rela- 
tions offices of the Toy Man- 
ufacturers of the U. S. A., 
Inc. Address of this new dis- 
play center is 1107 Broad- 
way, New York. 

The exhibit hall will be 
open to buyers and associa- 
tion members from March 8 
until the close of the Toy 
Fair. There are 9000 sq ft of 
display area on two levels. 
Toys manufactured by mem- 
bers only will be shown at 
the hall. 





~ you can take advantage of a symbol that promises gracious living . . . 


What other products for the home promise so 
much — quality, prestige and continuing pleasure? 
The Duncan Hines name symbolizes an “adven- 
ture in good eating’ — gracious living — warm 
hospitality. That’s why your customers 
will react not only to the quality of 
the products themselves, but also to all 
the pleasures the Duncan Hines name 
implies. 
Duncan Hines products for the home have added, 
built-in value — for the customer, the promise of 
gracious living; for you, the assurance of greater 


volume, increased turnover and customer satis- 
faction. 


HINES-PARK FOODS, INC., 408 EAST STATE STREET, ITHACA, NEW YORK 
Want more facts? Circle 270, p. 155 











Kenberry GADGETS 
ARE PROFITABLE 


Sell Fast, Use 
Little Space 
Display as a family of . 
nee ame placeon | 
peg boords or counter 
bins for fostest self- | | , | 4 4 For the newest ‘‘Triplex’’ 
eevien sales. Serving ; ee | —— 
ongs in mony sizes. a . J 
— aaee —. lll Ss =. @ 4 | fe Ls an SINGLE ACTING 
or renches. eluxe f a 4 LIES Fs — - 
Roast Rock. Skewers = | F. | SPRING BUTT HINGE 
~ on Sees. Lacing | a > | 
ins. ate Hongers. § | Oa eid 4 
Potato Bake Rock § — Boe FP , ee 


Broom Clips. Food ‘ oy me , | : ' TYPE 32002-STEEL 
Mixers. Beoters. Many oo = . - ‘ 
other acdgets. . aii = FLANGES 412” . . . FOR 
More than 50 | “af ~ | 
: | DOORS 1%” THICK. 

pene: or seaggag JOHN CLARK BROWN '*¢ | | Pat , e | ‘4 * 

sk your 4  § : : 
or write for list BELLEVILLE 9, " f Se 


___Want more facts? Circle 271, p. 155 








2%" 











Designed for stock METAL 
FRAMES and DOORS with 


mortise for 4'/ x 47/; 





springless butt hinges 
Delivers positive closing 
relate ME lohidallals Mol 4il-la Medlin 
out use of door closer 


All Stondard Finishes Available 


HALF-SURFACE TYPE HS32002 
(not illustrated) fectures 41/2” 
mortise jamb flange—5'/2” surface 
a prestige line of moth preventives. = SPRING HA Le FS ~~ seis : 

een new, year-around products — Write for full information. 
sparkling new displays, all geared to 
increased sales for you! Complete prod- 


Sitwiwacraes ¥ | Chicago Spring Hinge Co. 


1500 CARROLL AVE., CHICAGO 7, ILL. 


(Div. of Odor-Aire, Inc.) 1015 E. 2ND, WICHITA, KANSAS ‘MAKERS OF QUALITY HARDWARE SINCE 1885" 
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HARDWARE AGE 


BUILDERS 
HARDWARE 
HANDBOOK 


By Adon H. Brownell, A.H.C. 


HUUAUNTH JMUMUAUH .S440 Ha = eo 


Practical, down-to-earth information for hardware men, 
contractors, architects, students, teachers. 


All the basic facts about Builders’ Hardware presented in 


simple, easy to understand language. - 385 ee oy 


Detailed descriptions of functions, applications, specifica- size 8!/.""x 11" clothbound 
tions and estimating. Price only $8.00 


This all-inclusive volume covers base RECOMMENDED BY NATIONAL BUILDERS' HARDWARE ASSOCIATION 
metals, finishes, hinge requirements, AMERICAN SOCIETY OF ARCHITECTURAL HARDWARE CONSULTANTS 
lock functions, exit devices, door closing 

devices, lock security and keying, hard- —for experienced hardware men or students 

ware installation, special type hard- 

ware for specific types of buildings, —how to set up a builders’ hardware department—and 
and safety precautions. Operating make it pay 

costs, financing, marking goods, other 
information necessary for efficient 
management. A complete glossary of 
builders’ hardware terms is also in- 


cluded. —how to bring prospects into your store 


—how to read blueprints and specify jobs 


—how to cash in on replacement and follow up items 


HARDWARE AGE, DEPT. A2 
56th & Chestnut Sts. 
Philadelphia 39, Pa. 
WRITTEN BY AN EXPERT Please send me copies of HARDWARE AGE BUILDERS' HARDWARE 


: HANDBOOK by Adon H. Brownell, A.H.C. | will send payment upon receipt of 
WITH 45 YEARS’ EXPERIENCE the invoice in the amount of $8.00 per copy, plus 45 cents handling and 


IN BUYING. SELLING Panes. 
AND MANUFACTURING 
BUILDERS' HARDWARE 


7 Check here if sending payment with order, saving you the 45 cents handling 
and postage charge. 
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—News of the Trade 


Neither Wind Nor Snow Could Keep 300 Away From Tryon’s Sales Clinic 
nna ft ai ——_— . xk... 2 SSR - 
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Despite a bad snow storm, 300 hardw. e people—dealers, their wives and clerks—attended a sales clinic held by Edw. K. Tryon Co., Phila- 
delphia wholesaler. The meeting was held in conjunction with the annual convention of the Pennsylvania-Atlantic Seaboard Hardware 


Assn. The clinic, preceded by a dinner, covered in detail the features of three lines—True Temper, John H. Graham & Co.'s Witherby 
Tools, and Dille & McGuire. 





gondola systems 


You'll stock more ... show more... 
sell more from rugged Spacemaster “800” 
gondola systems. Diamond-perforated 
metal shelves are easily adaptable for 
special sales and seasonal change-overs. 
Gondolas may be extended to any desired 
length. Heavy-duty slotted uprights. 


REFLECTOR HARDWARE CORP. 
Dept. HA-2 

1400 NORTH 25th AVE. 
MELROSE PARK, ILL. 


Write for complete details. Mail coupon today! Gentlemen: Please send me your 


CURRENT SPACEMASTER CATALOGS. 
REFLECTOR HARDWARE CORP. 


NEW YORK OFFICE MAIN OFFICE, FACTORY PACIFIC COAST OFFICE 
AND SHOWROOM: AND SHOWROOM: AND SHOWROOM: 
225 W. 34th ST. 1400 N. 25th AVE. 511 WES! OLYMPIC BLVD. 
NEW YORK 1, N.Y. MELROSE PARK, ILL. LOS ANGELES 15, CALIF. 
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Dealers and guests jammed Chicago's Conrad Hilton Hotel dining room during the 37th annual con- 


vention and exhibit sponsored by Ace Hardware Corp. 


News of the Trade 





Ace Hardware Stores 


Hold 37th Convention 

(Continued from page 228) 
space. Fifty-six stores were 
remodeled in 1960, and 43 
are already scheduled for 
early 1961. 

Mr. Hesse also announced 
a new Ace warehouse. It 
will have 452,000 sq ft on 
one floor with five tracks 
accommodating 33 railroad 
freight cars under roof. 
There are also 36 truck bays, 
many with indoor loading. 
The new unit will feature the 
latest in material handling 
equipment, and RAMAC to 
cut paper work. 

More than 100 stores re- 
ceived 100-Club buttons this 
year. They represented 
stores that purchased $100,- 
000 to $600,000 in merchan- 
dise in 1960. 

Fifty-two stores became 
affiliated with Ace in 1960, 
to bring the total number of 
stores to 358 in 19 states. 





OBITUARIES 





JAMES J. AUTREY 
James J. Autrey 


James J. 
president 
Beck & Gregg Hardware 


Autrey, vice- 
and director of 


Co., Atlanta, Ga., whole- 
saler, died Jan. 19 in Chi- 
cago while attending the 
National Housewares Show. 
Mr. Autrey, who was also 
sales promotion manager 
and head of Beck & Gregg’s 
housewares and paint prod- 
ucts division, joined the com- 
pany in 1936. Before that 
he was with Simmons Hard- 
ware Co., a former whole- 
saler. 


Oscar Bluestone 


Oscar Bluestone, 63, own- 
er of Fort Wayne Hardware 
Store, Pittsburgh, Pa., died 
in mid-January at his home 
in Squirrel Hill near Pitts- 
burgh. 
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Frank A. Hecner, Sr. 


Frank A. Hegner, Sr., 71, 
retired owner of Hegner 
Hardware Co., Sewickley, 
Pa., died recently following 
a long illness. Mr. Hegner, 
who retired in 1953, and his 
two brothers took over the 
management of Hegner from 
their father in 1916. Mr. 
Hegner is a past president 
of the Pennsylvania and At- 
lantic Seaboard Hardware 
Assn. and also of the Pitts- 
burgh Hardware Assn. 


Fred B. Evensen 


Fred B. Evensen, 74, re- 
tired president of Virginia- 
Carolina Hardware Co., 
Richmond, Va. wholesa'er, 
died Jan. 15. Mr. Evensen, 
known as “The Colonel,” re- 
tired in 1958 after 55 years 
with the firm. He was well 
known by members of the 
Old Guard and was a mem- 
ber of the Hardware Age 
Fifty Year Club. 


Harold H. Waller 


Haro!d H. Waller, 58, gen- 
eral sales manager of Wag- 
ner Mfg. Co., Sidney, Ohio, 
died Jan. 13. Mr. Waller, 
who was also general sales 
manager of Wagner’s Gris- 
wold Div., had been with the 
firm since 1947. 


9, 1961 





HERBERT HEARN 
Herbert Hearn 


Herbert Hearn, 93, presi- 
dent of the Herbert Hearn 
Hardware Co., Cambridge, 
Md., wholesaler, died Jan. 9 in 
Cambridge-Maryland Hospi- 
tal. Mr. Hearn entered the 
hardware field in 1901 when 
he purchased a business in 
Cambridge. In 1914, he or- 
ganized the United Stores 
Co. which later became Her- 
bert Hearn Hardware. Mr. 
Hearn was a long time 
member of the National 
Wholesale Hardware Assn. 


Edward A. Hartz 


Edward A. Hartz, 87, re- 
tired partner in Ed. Hartz 
& Sons hardware store in 
Deposit, N. Y., died recently 
following a long illness. Mr. 
Hartz and his two sons had 
purchased the hardware busi- 
ness of A. P. Minor Hard- 
ware Co. and changed its 
name to Ed. Hartz & Sons. 


Roy Welch 


Roy Welch, 87, hardware 
dealer of Oconomowoc, Wis., 
died Jan. 7 following a short 
illness in Memorial Hospital. 
Mr. Welch operated the 
Welch Hardware Co. for 
more than 25 years. His 
son, Sidney Welch was as- 
sociated with him in the 
business. 


Eugene Daniel Bracy 


Eugene Daniel Bracy, 85, 
former hardware dealer of 
Little Rock, Ark., died Jan. 
8 at Little Rock Hospital. 
Mr. Bracy operated Bracy 
Hardware Store for many 
years before he went into 
real estate. 


George Walton Webster 


George Walton Webster, 
78, retired representative 
for Shapleigh Hardware Co., 
former St. Louis wholesaler, 
died of a heart attack. Mr. 
Webster retired severa) 
years ago after traveling a 
territory for 50 years. 


Mahion B. Grubbs, Sr. 


Mahlon B. Grubbs, Sr., 51, 
stockman for Belknap Hard- 
ware & Mfg. Co., Louisville, 
Ky. wholesaler, collapsed and 
died while at work Jan. 16. 


Walker Pettit 


Walker Pettit, partner in 
Lobdell Hardware Co., Baton 
Rouge, La., died at his home 
Jan. 16. 





A report in pictures of events in the trade 





HA Photo Angles 


A wholesaler answers a dealer's questions during 
the recent dealer show sponsored by Budrow & Co., 
Los Angeles wholesaler. About 800 dealers and 
their representatives looked over merchandise put 
on display by 75 manufacturers at the Budrow 
warehouse. Shown, left to right: Barney Barela, 
Budrow salesman; Allen Monderer, Allen's Hard- 
ware Co., Sherman Oaks, Calif.; Bob Budrow, 


president; and Bud Sawyer, sales manager. 


Some 30 territory salesmen plus 
officials gather for their portrait 
during the recent sales meeting 
held by Daisy-Heddon Sales Co.., 
F.ogers, Ark. Promotion plans and 
new products were the focal 
points of the sessions directed by 
Jack Powers, vice-president of 
sales promotion. 


Sixty M-D territory representaiives from all parts of the country gathered in Oklahoma City, Okla., headquarters for a sales meeting. 
The meeting also marked the 40th anniversary of Macklanburg-Duncan Co. During the meetings, each salesman was introduced, by 
name and length of service, to plant personnel. A plant tour capped the activities conducted by R. A. Macklanburg, Jr. president. 
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Classified Opportunities Section 





Help Wanted, Accounts Wanted 
Business Opportunities 


Representatives Wanted, etc. 


Set solid, maximum 50 words 
Each additional word 


Positions Wanted 


(Special Rate) set solid, maximum 
50 words 
Each additional word 
Allow Seven Words for Keyed Address 


or Your Address 





CLASSIFIED ADVERTISING RATES 


BOXED DISPLAY AD RATES 
$8.00 per column inch 
5°%, discount allowed for 4 or more con- 
secutive insertions of Boxed Display Ads. 
Cuts or special borders not accepted. 
Address your correspondence and replies to 


HARDWARE AGE 


Classified Opportunities Dept. 
Chestnut & 56th Sts., Philadelphia 39, Pa. 


NOTE: Samples of merchandise, literature, 
catalogs, etc., will not be forwarded to box 
number advertisers, unless accompanied by 
sufficient postage for remailing. 


No agency commission allowed. 


HARDWARE AGE is published every other 
Thursday. Classified forms close 3 weeks 
prior to publication date. 


Remittance must accompany order in form 
of check or money order, payable to HARD- 
WARE AGE—Classified Section, not currency 
or stamps. 








REPRESENTATIVES WANTED REPRESENTATIVES WANTED REPRESENTATIVES WANTED 





TERRITORIES OPEN 
THROUGHOUT U.S.A. 


Manufacturer of fine bathroom 
hardware and accessories opening 
new sales. distribution system. 
Items are well known in the hard- 
ware, architectural and building 
trades, having been manufactured 
for the past 12 years. Qualified 
manufacturers’ reps are needed in 
all major marketing areas. We 
are also interested in foreign rep- 
resentation. Contact immediately 
by phone, wire, or mail. 


Fred Hartenstein 


DEL MAR 


MANUFACTURING COMPANY 
12901 S. Western Avenue 
Gardena, California 

Phone: FAculty 1-5187 











SALESMAN PLUMBING AND HEATING 
SPECIALTIES sell for established firm 10% com- 
mission. Exclusive territory. Replies held con- 
fidential. Akron Supply Company, Inc., 216 
Grand Street, Brooklyn, New York. 





SALES REPRESENTATIVE WANTED for 
established paint brush manufacturer; liberal com- 
missions; protected territories; good opportunity 
for salesmen having contact with hardware, paint, 
lumber, chain and drug outlets. Several open 
territories. Write Box 216, c/o Harpware Acer, 
Chestnut & 56th Sts., Philadelphia 39, Pa. 





SEVERAL TERRITORIES OPEN for Bar 
B Q accessory to wholesalers. $4.95 list, volume 
item, by Minnesota Manufacturer. Write Box 
108, c/o Harpware Acre, 56th Sts., 
Philadelphia 39, Pa. 


Chestnut & 





ESTABLISHED MANUFACTURER of com- 
plete line of quality masons’ and plasterers’ tools 
at competitive prices desires aggressive repre- 
sentatives to sell direct to retail hardware lumber 
yards and builders’ supply dealers. Liberal com. 
missions. State experience, lines now carried and 
territory. Write Box 202, c/o Harpware AGE, 
Chestnut & 56th Sts., Philadelphia 39, Pa. 
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PAINT BRUSH SALESMEN WANTED 


Several protected territories open for men 
with established following now calling on 
Paint, Hardware Stores and Lumber Yards, 
etc. Give all particulars first letter, all in- 
quiries held strictly confidential. Write: Ma- 
jestic Brush Mfg. Corp., 210 W. 29th St., New 
York |, New York. 











MANUFACTURER'S REPRESENTATIVE 


Wanted by Manufacturer of complete competitive paint 
line for Sales Representatives now calling on the 
retail trade in paint, hardware, lumber yards and 
chain stores. Maine, Pennsylvania, South Jersey, 
Maryland, Washington. D. C., North Carolina, South 
Carolina, Virginia, Georgia, Alabama, Tennessee, 
Kentucky and Florida. Liberal commission and ex- 
clusive territories. Write complete details re: Lines 
now carried, number of salesmen, territory covered and 
terms and conditions. Arthur Rose, Paragon Paint & 
Varnish Corp., 5-49 46th Avenue, Long Island City, 
New York 














REPRESENTATIVES WANTED 
EXCELLENT LINE for sales representatives 
calling on the retail trade in hardware, de- 
partment, variety and chain stores. Item has 
excellent repeat business! Good commissions. 
Write, giving territory and background. 


MIDWEST PLASTICS INCORPORATED 
208 Bates Avenue St. Paul 6, Minn. 














AGENCY OFFERED 


Leading British Manufacturer of Dilutors for Liquid 
Fertilizers, Insecticides, etc., and associated Equip- 
ment, requires U. S. Importer of farm and garden 
appliances. Recognized as world’s best; used by 
British Ministry of Agriculture; famous Kew Botani- 
cal Gardens; recommended by largest British Liquid 
Products Manufacturers. Competitive prices; prompt 
shipment 


Write Box 210, c/o HARDWARE AGE 
Chestnut & 56th Sts., Philadelphia 39, Pa. 











HARDWARE SALESMEN, 
Steltz Company has openings 
hardware salesmen to cover Essex, 
Counties in New Jersey. Give complete resume 
in reply letter. Must have car. Send replies to 
P. O. Box #538, Philadelphia 5, Pa. Attn: Sales 
Manager. 


Supplee- Biddle- 
for experienced 
Hudson, Union 





HARDWARE REPRESENTATIVE 
WANTED to solicit New Jersey, North of 
Trenton, Eastern Pennsylvania. For a leading 
Builders Liardware Manufacturer offering a com 
plete selection of hinges, hydraulic door closers, 
cylindrical locksets, shelf and cabinet hardware. 
packaged fasteners and other popular fast selling 
Builders Hardware items. If interested contact 
Box 212, c/o Harpware Ace, Chestnut & 56th 
Sts., Philadelphia 39, Pa., giving your qualitica 
tions and full particulars. 





SALES REPRESENTATIVE great opportu- 
nity offered by nationally known, established 
manufacturer of complete line of flash lights and 
batterie . Choice territories available. Write Box 
211, c/o Harpware Ace, Chestnut & 56th Sts.. 
Philadelphia 39, Pa. 





AGENTS WANTED, New market 
pose Do-It-Yourself Termite and 
fully tested and 


Dual Pur- 
Pest Control 
previously sold product. Want 
agents calling on wholesalers. Territories open. 
Van E Chemical Company General Offices, 525 
Ridge Street, Alton, Illinois. 








EXPERIENCED SALESMEN 


with following 
housefurnishing stores, to 
popular branded lines of dog _ furnishings. 
Can be handled as a side line. Liberal com- 
mission. Choice territories open. 


hardware and 
sell the most 


among retail 


Box K-30, c/o HARDWARE AGE 
Chestnut & 56th Sts., Philadelphia 39, Pa. 











REPRESENTATIVES 
and department stores to handle highly 
ful garden item. 15% commission. Staple item 

for many years of repeat business. Box 

23, c/o Harpware Ace, 56th & Chestnut Sts., 
Philadelphia 39, Pa 


hat dware 


success- 


calling on 





SALESMEN following amongst hardware 
trade to represent leading plumbing supply 
Line tailor-made for hardware trade. 
side line. High commission. 
and price sheets. Territories 
S. Carolina, West Virginia, 
New York State, 


robber 

Full or 
We publish catalog 
open N. Carolina, 
Western Maryland, 
Chambersburg, Altoona and 
Pittsburgh, Pennsvivania. Give ful] details in 
first letter. Write Box 207. c/o Harpware Acer, 
Chestnut & 56th Sts., Philadelphia 39, Pa. 


ACCOUNTS WANTED 


REPRESENTATIVES 


Covering all phases of jobbers. Can render 
reliable aggressive service. We are national 
distributors with established actively oper- 
ating branch offices in New York, Phila- 
delphia, Detroit, Cleveland and Louisville. 
We carry the account or you can bill di- 
rect. Inquiries invited. WRITE ANCO Cor- 
poration, 7 Wood Street, Pittsburgh 22, Pa. 














MANUFACTURERS’ REPRESENTATIVE 
open for additional lines for Metropolitan New 
York. Extensive persistent coverage of variety 
chains, catalog houses, resident buying offices, 
jobbers and department stores. College graduate. 
Knowledge all phases of marketing. Write Box 
200, c/o Harpware Ace, Chestnut & 56th Sts., 
Philadelphia 39, Pa. 





ACCOUNTS WANTED ACCOUNTS WANTED BUSINESS OPPORTUNITIES 


UNHAPPY, talk to us confidentially about 
NEW LINES WANTED your sales, Ten years housewares, hardware and MANUFACTURERS & DISTRIBUTORS 
: premium sales experience. We know and SELL HARDWARE—HOUSEWARES—APPLIANCES 
Jobbers, Builders Hardware Jobbers, O.E.M. 


. een »x De . , all in New York (metropolitan) and New Jersey Do your salesmen waste time and mileage introducing 
FP cag PR | i ane tee Po real market feel. Write Box P-41, c/o Harp- your product to retail outlets in the Los Asati, 
perience with one of largest full line builders WARE AGE, Chestnut & 56th Sts., Philadelphia a dee — a 
hardware manufacturers. Covering Illinois, 39, Pa. Let us route their calls to a time and mileage 
Indiana, Michigan, Wisconsin. We do a consuming minimum. Routing and grading stores 
parte hag gg job. : —— _ a . in this area has been our business for 12 years. 
Box 103, ¢e/o HARDWARE AGE WANT SALES RESULTS? We get them Marketing aides. 
comes & 56th Sts., Philadelphia 39, Pa. because we concentrate in Michigan, Ohio, Indi- Write Box 201, ¢/o HARDWARE AGE 
ana. Will handle two additional lines—only Chestnut & 56th Sts., Philadelphia 39, Pa. 
highest grade considered. Write Box A-10, c/o 
HARDWARE Ace, Chestnut & 56th Sts., Philadel 
REPUTABLE LINE. Desired by man with phia 39, Pa. BANKRUPT STOCK LOCATED HOUSTON. 
25 successful years of personal contact with TEX AS. approximately 95,000 round and flat end 
buyers of stoves, heaters and po supplies, in amedaad: ogy bcieke and galvanized, % and % 
wholesale hardware, houseware and stove houses, 
: 79 ees diameter, 1 to 3% inch lengths. $2,500. Also 
in the middle Atlantic States, 1 pet On he BUSINESS OPPORTUNITIES stock of Pettit paints. Complete inventories on 
. Ss ) 
considered and duly answered. Write Box 213, Ng ange Rs Rae wag Acs, Chestnut 
c/o Harpware Ace, Chestnut & 56th Sts., Phila- SIRE OS, ae oy Se 


delphia 39, Pa. FOR SALE 


} Tani Se Hardware and Houseware _ store in 
ILLINOIS-WISCONSIN experienced, aggres County Seat town in Central Illinois. POSITIONS WANTED 
sive 7 = pe pace ners. Interested in Selling because of death of owner. All 
an additional quality line in hardware or garden peg ieee oO oer & 
supply field. Complete conscientious coverage to i clean stock. $20,000 for stock and 
the hardware, garden, chain and specialty field. fixtures. SALES MANAGER: early forties, over 
Write Box 208 c/o HARDWARE Ace, Chestnut & Write Box 206. ¢/o HARDWARE AGE twenty-five years in hardware, has wide recog- 
56th Sts., Philadelphia 39, Pa. Chestnut & 56th Sts.. Philadelphia 39, P nition and reputation in sales. Experience in 
—— wre ere - training of salesmen, presentation at distributors 
sales meetings, planning sales tools, literatures, 
MANUFACTURERS EPRESENTATIVE promotional! incentives, lead procurement, every 
experienced, can render Ph ose gronicbe ahd ~ HARDWARE STORE IN CENTRAL PENN. thing else to do with increasing productivity of 
one additional line with the Hardware — Mill SYLVANIA in same family and location for dealers and sales personnel. Write Box 215, c/o 
Supply Jobbers in Virginia, West Virginia, North 98 years. Doing approximately $165,000 a year Harpware Ace, Chestnut & 56th Sts., Philadel 
and South Carolina. Write Box 209. c/o yet business. Business consists of hardware, sport- phia 39, Pa. 
WARE AcE, Chestnut & 56th Sts.. Philadelphia '™8 goods, building materials, plumbing, etc. Rea- 
39. Pa = h Sts., Philad phia con for selling, want to move to the West Coast. 
, Write Box 204, c/o Harpware Ace, Chestnut & 


a 56th Sts., Philadelphia 39, Pa. FAMILY MAN, 35 years old with 8 years in 
CANADA. Hardwares and industrial. Ontario —— the Retail Hardware business. Experienced in 
and Quebec. 1960 was our best year ever. Honest HARDW ARE AND PAINT STORE ESTAB.-. buying and managing. Present job limited. Pre- 
effort and a network of top notch distributors did [LISHED 12 YEARS. In shopping center in fast fer job in retail or wholesale field, with security 
it. Can handle one more major line. Must have ‘rowing citv of 65.000 in Southern California. and chance for advancement. _ Excellent reter- 
established volume plus real potential. Write Recentl, remodeled exterior, parking areas front {U°*: Willing to relocate. a _— oul Fel 
eet H. Pope, 4/3 Shandon Drive. Scarboro., and rear. Gross sales pa xt vam SP $50,000. a+ gt a gaa Chestnut & 26th Sts., ulade 
ntario Priced for quick sale due to illness in family. ?* °*» ** 
cnienlicieaimiinditiis POE SRE Ta Tae) eee Terms to responsible party. Write to Westmont 
hei Hardware, 1612 W. 5th Avenue, Pomona, Cali 
WELL ESTABLISHED MANUFACTUR.: fornia. 
ERS’ agent, covering the state of Virginia with SALESMAN EXECUTIVE ABILITIES 
the assistance of one additional salesman, desires Twelve years exjerience with hardware and 
one or two additional lines to sell to the hard- BELIEVE IT OR NOT. For less than 5¢ housew ares in Mid-Atlantic States with manufac 
ware jobbers, chains and large retail dealers. We each you can buy as few as three dozen brass_ turers in wholesale field. Now ready to move into 
have been established for more than twenty- -five key blanks beautifully embossed with your name areas of greater responsibility with well founded 
years and have many well established accounts and address in permanent raised letters. Write hardware manufacturer. Age 38, married. Com- 
with this trade. We can furnish the best of today for free bulletin #858. HAZELTON plete information upon request. Write Box_ 203, 
references. Write Box 214, c/o Harpware Ace, CHAIN CO. (manufacturers of key blanks and c/o Harpware Ace, Chestnut & 56th Sts., Phila- 
Chestnut & 56th Sts., iashacteticaance 39, Pa. sash chain), 81 Kemble St., Roxbury 19, Mass. delphia 39, Pa. 






























































Here is the laventery sheet you helped to design 


Inventory counting simplified 
with these new sheets 


We asked hardware dealers what they wanted sheets. Over 500 sheets, $1.10 per 100 sheets. 
in an inventory counting and record form. Their Overall size of sheets: 914 x 113% in. 
answers are incorporated in the n HARDWARE a 
AGE Inventory ae forms. ie Yellow sheets, Form CC401, have 36 listing 


lines on each side on high quality yellow paper. 
, Listings include: article name, unit, cost price, 
Records in the past, because they are practical unit, cost extension, percent discount or deprecia- 
and easy to use. The revised forms will make tion, amount of loss taken. Prices, postpaid, are: 
your inventory taking even easier. $1.75 per 100 sheets up to 500 sheets; over 500 
Inventory sheets come in two styles—white and sheets, $1.50 per 100 sheets. Overall size of 
yellow. Both types are ruled to permit use of sheets: 10 x 15% in. 
typewriter (double-spaced) without adjusting 


. Make your inventory taking easier this year 
= All sheets are punched for loose-leaf by ordering a supply of these new forms now. 


Please send check with order to HARDWARE AGE, 

White sheets, Form CC402, have 25 listing Chestnut & 56th Sts., Philadelphia 39. Make 

lines on each side, on good bond paper. Prices, check payable to HA Reader Service Dept. Spec- 
postpaid, are: $1.35 per 100 sheets up to 500 ify color or Form Number. 


Thousands of dealers have used HA Inventory 
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Bye-catcnine... 
coToOrtigil 


BLOSSO! 


mod oli rehab vam ol alel-Yo Mt cel an Zell Uliit- 
sales... fast turnover 


~ 


~V 


L. 
ww 





Bi 
a 


+9O Lee Bivd. P O 


210NgsS in 


sien @ pe FOS. 


can almost smell the fra- 


ossoms. Beautiful new design 


every kitchen 


> 1 * = 
Tal-Jahicl mm Glolaie G@lotam Bl -laeh’ 2ela- 


Sield ate) an i deta f-> am -} let: 


JOIN THE GOLD RUSE! 


mosaic 


it has rocketed to one of the 
fastest selling mats in the line. 
Looks exactly like mosaic 
tile. Sells on sight. In a large 
variety of colors. Sizes, too. 
Low price for quick sales .. . 
jvicy profits. If you don’t fea- 
ture mosaic . . . you should, 
it’s hot! 


Easy cleaning STEEL TOP 
Soft ASBESTOS BACK 
AIRCELL INSULATION 


METAL PRODUCTS CO 


OS TcA'T si F- bale mee. eee Olly 


Want more facts? Circle 275, p. 155 
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Index to Advertisers 


THE ADVERTISERS INDEX is published as a convenience and 


not as a part of the advertising contract. 


Every care is 


taken to index correctly. No allowance will be made for 
errors or failure to insert. 


A 


A.C. Spark Plug Div. 
General Motors Corp. ee 


Ajax Wire Specialty Co. ae 
Allen Mfg. Co., W. D. 125-128 
Products Co. 24-25 
Amchem Products, Inc. 198-199 
American Biltrite Rubber Co. . 72 


American Chain Div. 
American Chain & Cable Co. 


American Chain & Cable Co. 
Pennsylvania Power Mower Div. 7! 


American Cyanamid Co. 134-135 


American Plastic Products Co. .. 18 


All-Luminum 


American Thermos Products Co. 31 
Ames Co., O. 215 
Animal Trap Co. of America 204 
Arro Expansion Bolt Co. j 183 
Arvin Industries, Inc. ........ 58 
Atlas Tack Corp. 216 


Ballonoff Metal Products Co. 

Barco Mfg. Co., Inc. 

Bassick Co., The 

Behr Process Corp. 

Bernz Co., Inc., Otto .. .66, 67 
Bissell, Inc. ‘ _— 
Black & Decker Mfg. Co., The 146 


Borden Chemical Co 
Div. of The Borden Co. .. 59 


Boyle-Midway, Inc. 
Antrol Products Div. .... 30 


Brown, Inc., John Clark .. 237 
Brown Corp., W. R. 
Butcher Polish Co. _ 194 


Cc 


Cal-Dak Co., The 

Chain Bike Corp. 

Chair Loc Co. 

Champion Brass Mfg. Co. 
Chicago Spring Hinge Co. 
Clemson Bros., Inc. 
Columbian Rope Co.. 
Columbus Plastic Products, Inc... 
Commonwealth Plastics Corp. 
Continental Scale Corp. 
Cooper Mfg. Co. 


D 


Deshler Products Co. 
Sherwin Williams Co. 166, 167 


De Witt Products Co. ......... . 233 
Diamond Crystal Salt Co.......32-33 
Dille & McGuire Mfg. Co. ..... 4 


Disston Div. 
eof Ee en 76 


Dow Chemical Co. 


Agricultural Chemical Div.. 130-131 | 


DuPont de Nemours & Co. E. |. 
Industrial & Biochemicals . .206, 217 


Dykem Co., The ......... 221 


E 


Eagle Electric Mfg. Co., Inc. 
Eagle Mfg. Co. 


Eastman Chemical Products, 
nc. 


Edmont, Inc. 


Expello Div. of 
Odor-Aire. Inc. 


F 


Firestone Tire & Rubber Co. 
Ford Motor Co.. The... 
Franklin Metal & Rubber Co. 


G 


Gaslite, Illinois, Inc. 
Gates Rubber Co. 


General Electric Co. 
Automatic Blanket & Fan Dept. 


General Electric Co. 
Clock & Timer Dept. 


General Electric Co. 
Wiring Device Dept. 


General Filters, Inc. 


Gering Plastics, Div. of 
Studebaker-Packard Corp. 


Goodrich Industrial Products Co.. 
B. F. a 


Graham & Co., Inc., John H. 
King Cotton Cordage Div. 
Seymour Smith & Sons, Inc. 


Gumout Div. 
Pennsylvania Refining Co. 


H 
Hager & Sons Hinge Mfg Co., C. 
Hayes Spray Gun Co. 
Helin Tackle Co. 
Heller & Co., W. C. 
Heyer Mfg. & Sis. Co. 


Hines-Park Foods, Inc. 
(Duncan-Hines Institute) 


Hoover Ball & Bearing Co. 
Hoover Bathroom Accessory Div. 


Huenefeld Co., The 
Hy-Ko Products Co. 
Hyde Mfg. Co. 


| 
Illinois Water Treatment Co. 230, 


J 


Jackson & Son, & Co., Thomas 
Jefferson Screw Corp. 


K 


Kees Mfg. Co., F. D. 
Keystone Steel & Wire Co..... 


' Krylon, Inc. 


L 
Larson Co., Charles O. 


' Lawn Boy Div 


iv. 
Outboard Marine Corp. 


| Leonard Co., The .... - 
, Lewis Engineering & Mfg. Co. 
Libbey Glass Div. 


Owens Illinois Glass Co. 
Lober & Associates, M. 





Loma Industries 


Lummis Mfg. Co. 


M 


M & D Store Fixtures. 


Mann Edge Tool Co. 
©. A. Norlund Co. 


Marshalltown Trowel Co. 
May Ma-Crepe Co., D. C. 
Melinor Industries, Inc. 147. 
Merion Bluegrass Association 
Miller Co., Inc., Robert E. 
Miller Mfg. Co. 

Minnesota Mining & Mfg. Co. 
Mirro Aluminum Co. 

Modern Tool & Die Co. 
Molly Corp. 

Myers & Bro. Co., F. E. 


N 


National Cash Register Co. 
National Glove, Inc. 
National Mfg. Co. 

New York Wire Cloth Co. 


Norlund Co., O. A. 
Div. Mann Edge Tool Co. 


Northwestern Steel & Wire Co. 


.@) 
Ohio Wire Products Co.. Inc. 
Oilrid, Inc. 
Ox Fibre Brush Co. Inc. 


Panef Mfg. Co. .. .. 26 
Panzer Products, Inc. .. . 80 


204-205 
Patent Novelty Co. .. aa 212 


Parker Sweeper Co. 


Pennsylvania Power Mower Div. 
American Chain & Cable Co... 7! 


Pennsylvania Refining Co. 
Gumout Division ; or 


Pione-+ Gen-E-Motor Sis. 13 
Pioneer Rubber Co., The S| 
Pittsburgh Plate Glass Co. 

aint Division 
Plastic Products Co. 
Plas-Ties Co. 
Plymouth Cordage Co. nd 
Portable Electric Tools, Inc... 
Porter-Cable Machine Co. 


Porter Co.. H. K. 
Disston Division 


Quick Mfg., Inc. 


. 
Radiator Specialty Co. 
Red Devil Tools 
Red Jacket Mfg, Co. 
Reflector Hardware Corp. 
Ridge Tool Co., The 
Rival Mfg. Co. 
Rowe Tool Co. 
Rubbermaid, Inc. 


Ss 


Sandvik Saw & Tool Co. 
Div. Sandvik Steel, inc.. 


Savogran Co. 


Sawyer's, Inc. 
Garden Genie Division 


Screw & Bolt Corp. of 
America 


Seamaid Mfg. Co. 


Sheffield Hardware Co. 
Rol-O-Valve Sales 


Sherman Mfg. Co., H. B. 


Sherwin Williams Co., The 
(Deshler Products Co.) 


Skil Corp. 

Skuttle Mfg. Co. 

Slaymaker Lock Co. 

Southern Fabricators Corp. 23 
Southland Mower Co. 74 


Stanley Works 

Hand Tool Division. .... 82-83 
Star Key & Lock Mfg. Co. 225 
Sterling Faucet Co. ' ae 
Sudbury Laboratory, Inc. 137, 222 


Supplex Co. 
Div. of Amerace Corp. . 247 


Swan Rubber Co. 
Swift & Co. as 34 
Swing-A-Way Mfg. Co. 


Swingline, Inc. 


Sylvania Electric Products, 


Lighting Division 


T 
Tap-A-Line Mfg. Co. 
Tec Imports, Inc. 
Thompson Co., Inc., 
Tomar Products, Inc. 
Travco Plastics Co., 


True Temper Corp. 


U 


Union Fork & Hoe Co. 

Union Wadding Co. 

United States Plywood Corp. 

Upland Industries, Inc. 203 


Utica Drop Forge & Tool Div. 
Kelsey-Hayes Co. . 197 


Vv 
Vital Products Mfg. Co. 


Ww 


Wagner Mfg. Co., E. R. 
Warner Mfg. Co. 

Wen Products, Inc. 
Western Tool & Sietnten Co. 
Whiz-Mow, Inc. . 
Wickwire Brothers, Inc. 
Wilbur & Williams Co., 
Wilhold Glues, Inc. 
Winzeler Stamping Co. 
Wiss & Sons Co., J 
Wood Shovel & Tool Co. 
Woodhill Chemical Corp. 
Woodpecker Woodware 


Worcester Pressed Aluminum 
orp. 


Wrought Washer Mite. Co. 


Y 


Yale & Towne Mfg. Co., Inc. 
Lock & Hardware Division 


Yuba Power Products, Inc.., 
a sub. of Yuba Consolidated | 
Industries, Inc. ...... 4 


NOW! NEW! 


and only from 


_PANEF 


| en hic ts, ie 


LUBRICATION DEPARTMENT 


featuring the only 


FULL LINE 


of specialized lubricants 


SALESPACKAGED to deliver 


the full potential volume and 
profits you should be getting 
from LUBRICANTS 


Sell the right lubricant for every job! Increase sales and customer 
satisfaction' New PANEF LUBRICATION DEPARTMENT includes 
twelve each of six best-sellers . . . 40% dealer profit on quick 
turnover! Masonite pegboard display stands or hangs up in 
just 1% square feet. Colorful streamer calls attention to your 
LUBRICATION DEPARTMENT . . geared for self-service sales. 
It's tested . . . proven. . . assures bigger lubricant profits. 
SIMPLIFY! ONE ORDER... 

ONE INVOICE ...ONE SHIPMENT 


PANEF 


MANUFACTURING CO., Inc. 
116 E. Walnut St. 
Milwaukee 1, Wisconsin 


ORDER 
FROM YOUR 
JOBBER NOW 

OR WRITE 


Want more facts? Circle 276, p. 155 
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Slaymaker’s See-Pack—a colorful boat in a removable clear plastic sleeve—has 
revolutionized padlock merchandising. The See-Pack is eye-appealing, sales- 
compelling, versatile. It saves shelf space, keeps locks clean, is easy to open. And 
tests prove that See-Packed locks outsell similar locks as much as five to one! 


PULL-OUT TAB 
FOR HANGING 


IM CARTON 





ON WIRE RACK ON PEGBOARD’ IN OPEN BIN OR ON SHELF 


glaymaker LOCK COMPANY, LANCASTER, PA. 


BS GUARANTEED 


World’s Largest Producer of Brass Padlocks 





TRAVCO offers SUC- 
CESSFUL IMPULSE 
SELLERS — Staple 
hardware and house- 


Want more facts? Circle 277, p. 155 


PLASTICS CO. 


1 EAST 46th STREET 
BROOKLYN 


REPLACE-A-PART 


wares attractively 
bubble packed for 
the 


the Do-It-Yourselfer! 


Housewife and 


NEW 


YORK 


Ask your distributor 
about TRAVCO’s profit — 
profit-profit - profit line, 
or write for free catalog. 


€ REPLACE-A- 
KNOB 


(Matching 
Ovea 
handles 
available.) 


ly tn hin, Ln he, Ml, Mlle, 
Want more facts? Circle 278, p. 155 





~S ALWAYS SELL GENUINE 


, wth? 


ih Take. 6 ae SS hou? CORP. 
SCREW ANCHORS and JACK NUTS. Reading, -Pa. 


Want more facts? Circle 279, p. 155 
New WAY 
To MOVE 

MERCHANDISE 


Displayed on the 
counter, on peg- 


board or fixed per- 
manently to wall or 
counter, here's the fast 
and easy self-selling 
way to move the five 
most popular lines of 
wire goods. 


nel 


Write for Free 
Shi-iaehitia- 











DON'T MISS THE 


BUYING CHECK LIST 


ON PAGE 152 


See Your Jobber or Write for Literature 


Sterling 
Illinois 


CHAS. O. LARSON CO. 














Furniture Rest — Pintle Type 


RUBBER CUSHION GLIDES 
Wonderful for all wood 
and metal 

, >. : 4 on 
- | 6 Sizes, 


Bakelite 





Rubber Expander 
12 Boxes in : 
nert Tubular Glide 
1/2", ive”. 
z 3,” 





Rubber 
Crutch Tip 





Furniture Rest 





Ask your jobber, if he is not supplied, wril 
bieete aaa ROBERT E. MILLER & CO., INC.., - 


manepoies Zu | BR mod. a 35 Pearl St.. New York 4,N. Y. — 
Want more facts? Circle 281, p. 155 


‘Adjustable Tubular 
Spring Type 


Adjustable Rubber 
Cushion Glide 
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Product: Today, as when we pioneered plastic garden hose 
15 years ago, Supplex is absolute tops for quality. A complete 
line. NEW: 1” ID hose and double knit reinforced hose. 


Package and Display: Beautifully and colorfully packaged 
for quick, easy “pick-me-up” selling. New free displays 
available through your jobber. 


Price: Priced to give honest value to your customers. You 
can sell Supplex with confidence. 


Profit: A sound profit structure that you know you can rely 
on at all times...Supplex is always working for your profit 
protection. 


Your loyal support has enabled Supplex to keep on growing 
with you. We shall do all in our power to continue to warrant 
this support and to provide you with products you can sell with 
pride and profit. Your Supplex jobber’s salesman will give you 
full information and full cooperation. 


SUPPLEX 


GARDEN HOSE © SPRINKLERS 


SUPPLEX COMPANY, Garwood, New Jersey, Division of Amerace Corporation 





